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How to make a company snap out of it! 


President Kenneth M. Leghorn of Photostat Corp. 


GIANT JANITOR 
ALWAYS 
GETS TO WORK 
ON TIME 
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We believe in plain old-fashioned punc- 
tuality. We start when we’re supposed 
to, we get done when we’re supposed to. 

Being on time may not be the most 
important thing we have to offer. But 
it’s one of the advantages of placing 











your janitorial and maintenance work 
in the hands of a large, dependable 
firm—one that takes full responsibility. 
If you’d like to know the other advan- 
tages, just give us a call. Absolutely 
no obligation on your part, only ours. 


AMERICAN BUILDING MAINTENANCE CO. 


CELEBRATING 50 YEARS OF OUTSTANDING JANITOR SERVICE 
SERVING MORE THAN 40 CITIES THROUGHOUT THE U. S. AND CANADA 


ADDRESS INQUIRIES TO 335 FELL ST... SAN FRANCISCO 2, CALIF. OR CONSULT YOUR TELEPHONE BOOK 
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PROTECTION IN DEPTH 


How it helps cut compensation costs 
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3 ways to reduce shock hazards in your plant 


Electric shocks took the lives of nearly 300 industrial 
workers last year. Hundreds more were injured in falls 
and other accidents caused by shocks. To minimize these 
losses Liberty Mutual safety engineers help policyholders 
take three vital steps to safety: (1) equip and train their 
employees for work in hazardous areas, (2) eliminate 
needless exposure to electric contacts, (3) check all elec- 
trical equipment for proper grounding. 

Electrical safety engineering is but one of the many loss 
prevention services that are offered as part of Liberty’s 
protection in depth. Also included among Liberty’s 400 
safety engineers are highly-trained specialists in ma- 





Look for more from 


terials handling, industrial hygiene, radiation, acoustics 
and many other important fields. 

Liberty’s protection in depth places equal emphasis on 
lessening the impact of injuries that do occur. A medical 
advisory service, two rehabilitation centers and a staff of 
rehabilitation nurses based nationwide are ways in which 
protection in depth helps speed the recovery and return 








to work of disabled employees. 

Last year Liberty’s protection in depth helped com- 
pensation policyholders save many millions of dollars. To 
learn how this concept can help lower your insurance 
costs, just contact the nearest Liberty Mutual office. 





LIBERTY MUTUAL 


the company that stands by you 


LIBERTY MUTUAL INSURANCE COMPANY «+ LIBERTY MUTUAL FIRE INSURANCE COMPANY + HOME OFFICE: BOSTON 





Personal insurance: Automobile, Fire, Inland Marine, Burglary, Homeowners * Business Insurance: Workmen's Compensation, Liability, Group Accident and Health, Fire, inland Marine, Fleet, Crime 
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How to make a company snap out of it ........... 0. ccc c eee ecu cees fescseneeiiaek. ae : 
Certain management actions produce highly profitable results. Read the tested 
methods Kenneth Leghorn has used to make three weak companies strong. 
ies : 
How to answer the agonizing question: Am I in the wrong job? ..... (ieeeeneesxtsess : 
Don't lose sleep worrying whether to change jobs. Take the advice of this 
placement specialist who has aided hundreds of executives at the crossroads. 
, 
mow to Old @ meeting Of ThE PHONG .... 2... ce cet eecees ere rrTT eT eT ae 
Phone meetings are ideal when budgets are tight, time short and decisions 
urgent. Here are the facts on how phone conferences save time and money. ' 
A dozen overlooked ways to save shipping costs ................04. het, we 
These concrete, money saving tips can take the bite out of transportation 
bills. Check your shipping practices against these proved cost cutters. ( 
| 
How to double or triple your reading speed .................... asehatcesevensad ae 
Here is a summary of the time saving reading methods detailed in the first | 
four articles in this series. Apply these methods to save hours a day. 
( 
> Ys . “<< > _ 
Why people don't understand you: Six guides to help vou “get across” ........eeeeeeee+ OO 
This article tells how to make sure people understand what you say. These : 
six tested guides will help you shorten, sharpen and focus your messages. 
| 
How to set up a college recruiting program that works! ............. ew ekawevawanee. ae | 
College recruiting is a key way to net future executives, if it’s done right. 
These four yardsticks can help you avoid the common recruiting pitfalls. . 
Why bother with employee feeding? .................. 0. cee eee eee er eT ae : 
Experience shows employee cafeterias boost efficiency and reduce absenteeism. 
This article tells what equipment is available, and how much it costs. 
, - ‘ ar 
WV Gils method lower your taxes? .... ....... 0 ccc cece ccc eens Sh te ee ee, 
If your firm meets certain requirements, it need not pay corporate taxes. 
Here’s how to tell whether your firm is eligible for big dollar savings. 
3 
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Coming next month 


Clark Equipment Co. wanted to 
expand rapidly into lucrative world 
markets. To build new plants in 
each of these major markets would 
be too slow. More important, such 
plants would require prohibitive 
quantities of capital. 

Clark Equipment found a way to 
shortcut these needs for time and 
money. The method eliminated 
many of the other problems of op- 
erating outside the U. S. 

Clark’s unique approach to for- 
eign expansion will be spelled out 
in an exclusive report next month. 
This important article includes 
many ideas your company may be 
able to adapt to its own growth 
needs. 





Subscriptions 


In United States and Possessions, one year $5.00; 
two years $9.00. Canada and Mexico one year 
$6.00. Foreign subscriptions $10.00. Single copies 
$.75. When possible, back issues or tearsheets of 
articles will be provided. Enclose $1.00 for each 
back issue and $.50 for each back article re- 
quested, to cover costs of handling. Make checks 
payable to Management Magazines, Inc. 


Change of address 


To insure continuous service, send your new ad- 
dress (and moving date) 45 days before moving. 
Include old address as it appeared on previous 
issues (if possible send label from magazine). 
Do not depend on the post office to forward 
either the change of address or your magazine. 
Management Methods is a registered trademark. 
® Registered trademark. 
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Only BNA’s 


White Collar 
Report 


Gives You Complete, Weekly 
Coverage of White Collar 
Employees-Management Relations 








White Collar Report (WCR) is a weekly labor re- 
port describing employee/management relations of 
clerical, technical, scientific and professional person- 
nel in all industries and areas. WCR gives you fast, 
complete reports and analyses across the entire field 
of white collar employee developments. 


It brings into sharp focus the controversial is- 
sues, and rounds up hard-to-get “inside” facts. 
It spotlights significant maneuvers, gains and 
losses of management and unions. 


It provides comprehensive coverage of union 
activities, salaries and fringe benefits, collective 
bargaining, court and board decisions, legisla- 
tive developments, and personnel policies. Ac- 
tual contracts are reported in full text. 


Crisp but comprehensive White Collar Report 
offers fast, specialized coverage—available no- 
where else—of white collar labor developments 
and trends from coast to coast. 


White Collar Report averages about 30 pages, and is 
thoroughly indexed by subject, union or company 
name, and region. Each weekly WCR starts with a 
2-page Summary—a capsule digest of the entire 
Report. 


WCR users receive periodic Personnel Policy 
Forum Surveys from BNA’s 200-member ex- 
ecutive forum, as well as special supplements 
on legislative and judicial matters of impor- 
tance to the white collar field. 


The White Collar Report is the only labor report 
specifically designed for anyone concerned with 
white collar organization activities. 


Write Today For FREE SAMPLE ISSUES. 


Dept. 609 
1231 24th Street, N.W. 


BNA Washington 7, D. C. 


eee eee 


, THE BureAu OF NATIONAL AFFAIRS, INC. 
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“Lazy money”... money tied up by laggardly billing ... ups your costs, cuts 
your profit, dulls the competitive edge of your product. 

Eliminate it. Get and keep your billing up to date with the Ozafax 120. Order- 
invoicing by Ozalid, fastest known way to process your orders, frequently 
reduces the time cycle between shipping and billing from 8 days to 2! 
Faster, error-proof Ozafax billing saved one company $15,000 yearly... 
another $17,000. What can it save you? 


Make your money work harder for you. The coupon brings facts on this com- 


pact, multi-purpose table copier. Mail it today. OZALI D°® 


Division of General Aniline & Film Corporation, Johnson City, New York 
REMEMBER, FOR PEAK EFFICIENCY, ALL OZAFAX COPIERS WORK BEST WITH OZAFAX SENSITIZED MATERIALS 


ne ea as, 


OZAFAX 120® 

Lowest priced one-step whiteprinter on 
market. Reproduces any translucent material 
up to 11” wide. Fits easily into your 

present order-invoicing system. 


Mr. James A. Travis, Mgr., Marketing 
Ozalid, Dept.131, Johnson City, New York 


More information please, on how the Ozafax 120 can 
increase my liquid assets. 
Ie ee 
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Address 
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THE NEW wea IN PRIVATE OFFICES* 


> a private, completely-furnished Sheraton-staffed office 
>» 2 convenient, prestige Sheraton Hotel address Q= 





» a host of Sheraton facilities at your fingertips 


ALL FOR A 
REASONABLE RENTAL 


$ 











if ever there was a good deal, this is it! Sheraton now offers you and your business a marvelous location right in 
the heart of town, your own private office fully equipped with modern office furniture, a Sheraton secretary to answer 
calls in your name and take your messages. At your service, too, is a Sheraton stenographer to take dictation. All this 
and the dining, function and banquet facilities of a fine hotel under the same roof. 


The cost? Far less than you expect. To get the rates and full particulars, simply fill out the coupon below and we'll 
send them to you by return mail. 




















: ee ee ee ee ee ee, 
*qvailable at Sher aton Hotels I SHERATON CoRPORATION MM 

° th ll ° it a : Sheraton Bldg., 470 Atlantic Ave., Boston 10, Mass. 
in e fo OWINE CLL1eS. i I am interested in a Sheraton Secretarial Suite in 
NEW YORK TORONTO i Please send me your Secretarial Suite brochure. 

i fan 
BOSTON MONTREAL oe 
PITTSBURGH ALBANY Company 
PHILADELPHIA CINCINNATI I Street 
AKRON , City Rone. State 
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p= the name "addo-x"| pronounced add—oh—ex| 


retele feb: 





a___The recent opening of new and larger California headquarters, in Los Angeles, together with the New 


York and Illinois branches, is a further step indicating the rapid growth of our coast to coast facilities 
for nationwide distribution of the “addo-x” [—pronounced: add-oh-ex] products, in response to the universal 
demand for well designed office equipment.__sa__“addo-x" office machines, manufactured since 1918 by 
AB Addo, Sweden, now one of the largest ten key electric adding machine manufacturers anywhere, with rep- 
resentation in over one hundred countries, began distribution of “addo-x” products in New York in 1938 
through the Addo Machine Company. The “addo-x” high quality standards in design, and in manufacturing, 
met with such favorable response as to require the formation of subsidiary sales and service companies, 
housed in their own modern buildings in New York, in Chicago and in Los Angeles. These are the three 
main points from which we keep more than a thousand authorized sales and service stations well supplied 
with equipment and original spare parts for “addo-x” adding machines, printing calculators, posting and 
special purpose machines._s——_To provide a complete line of office machines, the “addo-x” group also 
distributes the English made “Roneo” stencil duplicators and the West German made “Adler” Portable, the 


Standard and Electric typewriters. Both are products of quality in keeping with “addo-x” high standards. 


“addo-x inc’, 300 Park Avenue, New York 22, New York—phone: PLaza 5-5420 
“addo-x” sales corporation, 6549 W. North Avenue, Oak Park, [Chicago], IIlinois——phone Village 8-5382 
Western Addo Inc, 3339 Temple Street, Los Angeles 26, California—phone: DUnkirk 5-4161 
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p= stands for precision-built adding machines 


from our production program:——Up to 11 column electric adding machines with direct sub- 
traction and single-key repeat feature, single or grand total registers. Automatic multipliers 
with dual keyboard to short-cut multiplication and one or two accumulating registers, 
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pe the name “addo-x"| pronounced add—oh—ex] 


from our production program:——Shuttle carriage machines for 2 or 3 column listings, posting 
machines, bookkeeping machines, printing calculators. Solenoid [remote control] operated adding 
machines. Adding machines with electro-mechanical storage for electric digital read-out. 
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p= stands for precision-built adding machines 





a——_Honest quality, superb performance and truly useful and unique features have made “addo-x” products 
so popular._s——The fine reputation which our products have gained all over the country, is jealously 
guarded by our service: representatives everywhere: they endeavor to keep every one of our machines at 
top performance for many years after the initial installation, insuring unparalleled customer satisfac- 
tion.__sa——Specially trained mechanics check each machine before delivery. Training courses in New 
York, in Chicago and in Los Angeles, for dealers’ mechanics assure proper servicing with original parts 
of which we generally maintain a ten year supply!__.«—_—“addo-x” not only has the office machine you 
need, but it has just the plan to meet your individual requirements. Choose installment buying, limited 
or extended rental- purchase, or cash. We'll provide free trial to prove “addo-x” superiority, guarantee 
immediate availability of parts and service, and, should you expect your requirements to change, we will 
guarantee future trade-in values.__sa—Call your nearest “addo-x” dealer today. He will be glad to arrange 
an “on your job” demonstration at your convenience, without obligation, and show you that whether it is 


an “addo-x”, an Adler or a Roneo, he has the machine that will increase your office efficiency and make 


your purchase of an “addo-x” office machine worthwhile. Descriptive literature furnished on request. 


oO10loio:x 





“addo-x inc’, 300 Park Avenue, New York 22, New York——phone: PLaza 5-5420 
“addo-x” sales corporation, 6549 W. North Avenue, Oak Park, [Chicago], IIlinois——phone Village 8-5382 
Western Addo Inc, 3339 Temple Street, Los Angeles 26, California——phone: DUnkirk 5-4161 
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Inventory control 


speeded with a Tickometer 


PTV 










i 


tn om 
2a ame 
EVOLELS 


Pitney-Bowes 


TICKOMETER 


Counting & Imprinting Machine 


l@lp 


Made by the originator of the postage meter... 
139 offices in U.S. and Canada. 








Withdrawal slips of different colors for 
materials, parts, or tools are sent to the 
office when the workday is ended. They are 
sorted, and then counted in minutes with a 
Tickometer; and you know the inventory 
in every department or branch; can order 
replacements from main stock. 


e The Tickometer counts at speeds from 
400 to 1,000 a minute—cards, forms, tags, 
sales slips, order forms, coupons, checks, 
etc. And it’s so accurate that banks use it 
to count currency! It feeds and stacks 
automatically, can be used by anybody. 

e It is also an imprinter. Uses rubber 
mats, type or type slugs, electros to mark, 
stamp, date, code, endorse, cancel and 
imprint signatures. It handles most stand- 
ard weights and finishes of paper, light 
card stock; in sizes up to 15 by 15 inches. 
With attachments, can do predetermined 
counting and consecutive numbering. 

e A Tickometer gives you totals earlier, 
so you can act faster and more accurately. 
One machine serves several departments. 

e You can buy or lease the Tickometer. 
Service is always nearby, and from any of 
139 Pitney-Bowes offices. Call the nearest 
PB office for a demonstration—and learn 
how the Tickometer can save hours and 
dollars for you. Or send for free illustrated 
booklet and case studies. 


PITNEY-BoweEs, INc, 
4535 Walnut Street 
Stamford, Conn. 


Send Tickometer booklet and case studies. 


Name 
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Address. 
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Letters 


DON’T RELAX YOURSELF TO DEATH 


Editor’s note: Two vacations a 
year spent in self-indulgent indo- 
lence doesn't necessarily improve 
an executive’s health, according to 
noted physiologist Ancel Keys. Dr. 
Keys, subject of a recent Time 
magazine cover story on diet and 
health, takes exception to several 
points made in Dr. Peter J. Stein- 
crohn’s two recent MANAGEMENT 
Meruops articles on executive 
health. Here is his letter in full: 


Si: Dr. Peter J. Steincrohn’s 
[articles] should be well received 
by those to whom they are ad- 
dressed, especially the desk-bound, 
chain smoker who 
wants sympathy for 
his self-sacrifice in 
pushing his way up 
the business lad- 
der. The general 
idea is that, “You 
are important, don’t 
get tired, relax, 
take it easy.” 

For the most part Dr. Steincrohn 
deals with questions for which 
there is little or no scientific evi- 
dence. Many important questions 
about health and the mode of life 
are of this nature but we cannot 
insist that nothing be said about 
them simply because no one has the 
scientific answers. Dr. Steincrohn is 
free to express his opinions but we 
should recognize them for what 
they are—plausible expressions of 
personal bias. 

So Dr. Steincrohn may, without 
too much concern, say whatever he 
likes about “stress” and “tension.” 
These emotional states do exist and 
undoubtedly they are important. 
Only, in the absence of any method 
of measurement, let us not be de- 





Dr. Ancel Keys 
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ceived into thinking that Dr. Stein- 
crohn or anyone else really knows 
much about these intangibles. 


By all means relax, if by that we | 


are to understand that you will be 
less foolishly hurried, more gen- 
uinely perceptive, less given to do 
things off the top of your head, 
more understanding and kindly to- 
ward your fellows. All sorts of for- 
mulas can be offered about how to 
relax, from three martinis before 
every meal to standing on your 
head and practicing yoga. 

Many of us insist that exercise is 
one of the most universally effec- 


tive ways to promote mental and | 


emotional relaxation. Even Dr. 
Steincrohn admits that exercise 
eases tension. It would be a pity if 
we got our terms mixed up and 
confused physical with emotional 
relaxation and so decided to com- 
bat tension by avoiding all kinds of 
effort. 

Dr. Steincrohn largely deals in 
generalities which are notoriously 
slippery but he cannot avoid all 
specific details and in these, alas! 
he is a bit careless. He should know 
that a person who is 50% 
weight has a great deal more than 
50% excessive risk of early death. 
But not from suicide; suicide is less 
common among overweight than 
among normal weight persons. And 
he ought to know research increas- 
ingly shows that the overweight 
person is usually out of calorie bal- 
ance because he expends less en- 
ergy than normal, rather than be- 
cause he eats more than _ his 
colleagues. 

Dr. Steincrohn really should stay 
away from numbers in his writing; 
figures do not lend themselves to 
the opinion-offering business. If Dr. 


Steincrohn can walk 36 miles at a 


important 
news 


for all companies 
using 10 or more 








Oover- | 


business cars 


Fleetcar leasing—the Hertz way—is 
described by leading companies as 
‘the lowest cost sales-insurance we 
| ever took out.”’ Find out how Hertz 
| Fleetcar Leasing plans cater to the 
special needs of larger users of 
business cars. Discover how they’re 
tailored for companies which best 
benefit from the nation’s most ex- 
tensive coast-to-coast leasing facili- 
| ties, and from operating efficiency 
perfected over 30 years. Each “‘10- 
Plus”’ plan replaces your cars with 
brand-new Chevrolets, Corvairs, or 
other fine cars; assumes full re- 
sponsibility for maintenance and 
repairs; and reduces the many an- 
noying details of fleet administra- 
tion to the writing of one budgetable 
check each month. Use coupon be- 
low to learn why more and more 
and more multi-car companies agree 
Hertz Fleetleasing makes the best 
business sense for them. 








CAR LEASE 


HERTZ FLEETCAR LEASING, 

Att. H. F. Ryan, V 

The Hertz Corporation, 660 Madison Ave. 
New York 21, N. Y. Dept. C-3. 


Please send me your new fleetcar leasing 


r 
| 

| 

| 

| 

| 

| booklet. 
1 

| 

| 

| 

| 

| 

| 

| 
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NAME 





POSITION — —— 


COMPANY 


ADDRESS napeigsinagunpnanmniciapeamingean 





CITY & STATE - — 


NUMBER OF CARS OPERATED. 
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Will a Country Club membership 
pay off in sales contacts? 


Joining a country club for sales contacts 
is a good idea, but is it practical? Such 
social contacts are not only expensive, 
but they are not available in sufficiently 
large numbers. 


On the other hand, sales executives esti- 
mate it costs from 7 to 17 dollars for 
every call a salesman makes under nor- 
mal selling conditions. Any way you 
look at it, a sales lead costs money. 


To reduce selling costs, our customers, 
who employ more than 250,000 sales- 
men regularly use Reply-O-Letter— 
direct mail’s most effective contact- 
maker. You can, too. 


As the name implies, there’s a Built-In 
reply card in a special “pocket” behind 
Reply-O-Letter. No stamp is needed to 
reply, not even a signature! 
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REPLY-O-LETTER ORDINARY LETTER 





Above is Reply-O-Letter (A), and an 
ordinary letter (B). When a prospective 
buyer receives the ordinary letter his 
matural reaction is to pick up the loose 
reply card and read the offer without 
first having read the sales message. 
When this happens he feels he is asked 
to decide on something he doesn’t know 
very much about. Now see how Reply-O- 
Letter works: the letter with its strong 
selling message is read first. The copy 
has an opportunity to convince the 
reader. In addition, the life of a Reply- 
O-Letter is longer because letter-and- 
reply-card are never separated until the 
buyer is ready to act. Reply-O-Letter 
boosts your direct mail results by as 
much as 30% to 50%. One user says, 


“Spending money for an ordinary letter 
is like buying a suit without pockets”! 





See how Reply-O-Letter cuts through 
office routine. No secretary needed. No 
envelope. No stamp. Not evena signature. 


All the sales contacts you want! 


For over 26 years the Reply-O-Letter 
organization has helped prepare and 
launch literally thousands of programs 
to produce sales contacts for all kinds 
of products and services and under all 
kinds of circumstances. Our writers and 
artists, our unequalled experience and 
our record of tangible results are your 
assurance of maximum sales contacts for 
your salesmen. Yet, you can be sure 
Reply-O-Letter costs less than an oydi- 
nary multigraphed filled-in letter with 
card loosely enclosed. 


Why join a country club? Perhaps the 
question should be...when? Try Reply- 
O-Letter first. A lot of men can afford to 
belong to country clubs because of the 
profitable sales contacts they gained via 
Reply-O-Letter. 


Reply-O-Letter can help you. Our book- 





LETTER let, “The 3 R’s of 
ai % Direct Mail” tells 
i = 4 how...Send for it 
4 +  today...on your let- 

¢ @ 

_ terhead, please. 


REPLY-O-LETTER 
3 Central Park West © New York 23 
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cost of only a pound of weight he 
is a metabolic miracle. The impli- 
cation that such energy expenditure 
is the equivalent of an ice cream 
sundae is simply ridiculous. 

Incidentally, what kind of weight 
is Dr. Steiacrohn talking about? | 
presume he means the kind that is 
influenced by the diet, the weight 
of fat or obesity, in other words. 
If so, then it may be well to ponder 
the fact that we find many obese 
men who are not really overweight 
according to the scales, and some 
overweight men who are not fat. 
These latter are seldom middle- 
aged executives. 

Abandon all exercise, never stand 
when you can sit down (or better 
lie down), and keep your weight 
not over the average in the actu- 
arial tables. What happens? You 
exchange muscle for fat—up to 30 
or more pounds—and if you and 
your physician like that, it is your 
own affair. Some years ago the 
Ford Motor Co. joyously asked, 
“Who needs muscles?” 

Finally, it might be too much to 
ask Dr. Steincrohn just where is 
the evidence that “pressure or stress 
is slowly killing thousands of 
‘healthy’ executives.” It would be 
useful to know what data prove 
this “chilling fact.” Anyway, it is 
nice to believe that two vacations 
a year spent in self-indulgent indo- 
lence is a part of the cure. 


ANCEL KEYS 

DIRECTOR 

LABORATORY OF 
PHYSIOLOGICAL HYGIENE 
UNIVERS!ITY OF MINNESOTA 
MINNEAPOLIS 


No ‘‘executive disease”’ 

Sir: Please forgive me for express- 
ing my annoyance at the thought 
of seeing again in print such a mis- 
leading title: “Mr. Executive: stop 
killing yourself” [MM, Feb. ’61]. I 
had hoped that this fictional Holly- 
wood characterization of the Amer- 
ican executive had been replaced 
by a more factual picture. 

Please be assured that executives 
are not heading toward an early 
grave; they are not killing them- 
selves with work. Have you ever 
heard of a life insurance company 
“rating” an executive because of the 
hazards of his job? Many life insur- 
ance companies consider executives 
to be preferred risks. 
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The health of the average execu- 
tive is just as good as that of any 
other worker of the same age. May 
I emphasize again a statement I 
have made repeatedly over the past 
25 years—there is no special health 
hazard involved in an executive job. 
There is no particular disease to 
which he is prone, no—not coronary 
disease—not even stomach ulcers. 

Each year we examine more than 
20,000 executives including men 
from practically every industry— 
banking, advertising, manufactur- 
ing and the rest—at all levels from 
the president to the junior execu- 
tive. Based on this experience of 
conducting the annual health exam- 
ination program for more than 500 
different companies, I can state that 
there is nothing wrong with the 
average executive’s health that 
would not be improved by less food 
and more exercise. It is not his work 
that we need concern ourselves 
about, it is the extracurricular, non- 
business connected activities that 
pose the health problem. 

The commonsense living routine 
described in your article would 
benefit anyone who would follow it. 
Since our executive group is blessed 
with above average intelligence, it 
is reasonable to expect them to get 
on the bandwagon for better health. 


HARRY J. JOHNSON, M.D. 
MEDICAL DIRECTOR 

LIFE EXTENSION EXAMINERS 
NEW YORK 


a Dr. Johnson was the subject of 
a probing MANAGEMENT METHODS 
interview on executive health, pub- 
lished in the April, 1958 issue. In 
that article, as in this letter, Dr. 
Johnson says that lack of sleep and 
too much food are the chief destroy- 
ers of executive health. 

EDITOR 


-.. and words of praise 


Sm: I wish to commend you most 
heartily on the article in the 
January issue of MANAGEMENT 
Metuops entitled, “How to stop 
your job from killing you.” [It] em- 
bodies the most sensible, intelligent 
advice on this controversial subject 
which I have ever read. 


TOM W. DUTTON 

EXECUTIVE VICE PRESIDENT 
AND GENERAL MANAGER 
SOUTHERN FORD TRACTOR CORP. 
NEW ORLEANS 
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“PACKAGED” FILING 


UNIQUE PORTABILITY 
...documents are in handy boxes. 

NEW FLEXIBILITY 
...simpler to change and expand. 

DOLLAR SAVINGS 

...in equipment cost, clerical time. 


‘ 
i 
if 
i 


of the system’s success. 


UNIT SPACEFINDER’, an exclusive, revo- 
lutionary filing system, provides unequalled 
flexibility with unprecedented speed. 







UNIT SPACEFINDER BOX. 


The unique hanging box, combined with 
a sturdy, free-standing frame, is the secret 


UNIT BOXES hang on Boxes, which slide back and forth on rails 


cross-rails, package docu- 


ments for fast transfer or and can be carried anywhere, ‘‘package’”’ 


work at desk. 


TWELVE PAGE BROCHURE 
will show you money- 
saving secrets of Unit 
Spacefinder and Space- 


CREATE SPACE where finder Filing System. 
you need it simply by slid- 
ing boxes of documents HOME OFFICE: 995 MARKET ST. 


along rails. 
SAN FRANCISCO 3, CALIFORNIA 


documents for most efficient finding and fil- 
ing ever known! *Pats. Pending. 
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solve them.” 








“Our business grew so fast we had 
‘paperwork’ problems —and even 
data processing couldn’t fully 


~says JAMES P. JACOBS, President 
Hardware Mutuals - Sentry Life insurance group, Stevens Point, Wisconsin 





“| prescribed Data-Phone, the new 
Bell service that lets business 
machines ‘talk’ over regular 
telephone lines.” 


—says LEE DESTACHE, 
Communications Consultant for Wisconsin Telephone Company 











Insurance firm speeds 


A new Bell System service— Data- 
Phone—is helping the Hardware 
Mutuals - Sentry Life insurance group 
greatly speed policyholder service and 
is helping to save the firm a million 
dollars in annual operating costs. 


Data-Phone enables Hardware Mu- 
tuals to send volumes of insurance data 
in business machine language by tele- 
phone from its nationwide branches to 
its data processing center in Stevens 
Point, Wisconsin. Data-Phone calls are 
made like ordinary phone calls. And 
once the connections are made, data is 
sent rapidly from one business machine 
to another. It’s the largest system of its 
kind in the nation. 


This pioneer installation followed a 
thorough study of Hardware Mutuals’ 
operations by Bell System Communica- 
tion Consultant Lee Destache. 


He found their business volume had 
doubled in ten years and was expected 
to double again in even less time. Costly 
paperwork was mounting—and, even 
with modern data processing, the rapid 
collection of daily operating data from 
widely scattered branches was becom- 
ing more and more difficult. Data- 
Phone was the logical solution. 


Hardware Mutuals’ president, James 
P. Jacobs, says: 


“Our use of modern data processing 
equipment and the new Bell System Data- 
Phone lets us collect the mass of informa- 
tion we need for management decisions 
almost instantly. It has cut the time 
needed for certain policy-handling func- 
tions from three days to three minutes. 
And it is reducing our operating costs 


BELL TELEPHONE SYSTEM 


THE ONE SOURCE FOR ALL BUSINESS COMMUNICATIONS 
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data handling 500%! 




















Communications Consultant Lee Destache (left) discusses a Data-Phone unit 
with Hardware Mutuals - Sentry Life president James Jacobs. 


more than a million dollars a year. Data- 
Phone is an important factor in our cost 
savings because we pay for telephone 
circuits only when we are actually using 
them. No leased private lines are neces- 
sary because Data-Phone works over the 
regular telephone network. 


“Speed, accuracy and good service are 
vital to our business—and Data-Phone has 
contributed to all these elements. We're 
giving policyholders faster, better service 
than ever before. We couldn’t have found 
a better solution to our problem.” 


This is just one example of many 
new services the Bell System is develop- 
ing for the special needs of business 
today—and of the way Bell System 
Communications Consultants like Lee 
Destache are meeting those needs. 


Are your present communications 
helping your profit picture as much 
as they possibly can? Find out for 
sure. Call your Bell Telephone Busi- 
ness Office and ask for a Communica- 
tions Consultant. Do it today. 


cS 


Sas 
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If the structure and scope of your business permit, 
regular use of air freight may be able to make an 
impressive cut in your annual procurement and dis- 
tribution costs by reducing warehouse requirements. 


Although the cost of warehousing varies, United’s 
studies show that a conservative average for the 
cost is 6% of product sales value. By reducing ware- 
house requirements... through fast, direct delivery 

. air freight can enable many firms to cut this 
item alone by 40%. 


And there are other savings, too. With air freight, 
duplicate inventories are eliminated. Stock turnover 
is faster . . . on shorter inventory. Factory-fresh prod- 
ucts minimize shopworn rejections and obsolescence. 
Less capital is tied up in plant and equipment for 
branch warehouses. 


6% of every 
sales dollar goes 
to warehousing 


To find out if air freight can profit you, fill out the 
coupon below. A copy of United’s “Air Freight 
Profit Analyzer’ will help you determine whether 





or not air freight can reduce your distribution and 
procurement costs, and increase your net profit. 


Once this is determined, United Air Lines can serve 
you with its growing jet fleet, and fast DC-6 and 
DC-7 Cargoliners. United serves more U. S. cities by 
jet than any other airline, and every United jet carries 


Air freight can 
often cut this 
one item by 40% 


freight. This means you can often enjoy same-day 
delivery coast to coast, direct from the factory. 


Fill out the coupon now, and let air freight go to 





work for you. For more information, call your near- 
est United Air Lines office. 





United Air Lines, Cargo Sales Division 
Dept. M-103, 36 S. Wabash Avenue, Chicago 3, Illinois 


Gentlemen: Please send me the new United Air Lines 
“Air Freight Profit Analyzer.” 


Name 
Title 
Firm 
Street 


City Zone State 
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LVow!A low-cost way to 


automate job costing- 





Keysort Data Processing 


For strict job costing controls at every stage of operation 
— for up-to-the-minute management reports in such 
areas as inventory, order and sales analysis, labor cost- 
ing—Keysort is the data processing system to use. 

The reasons are many. No restrictive procedures; 
minimum training; remarkable economy; simplicity of 
installation and operation. 


Flexibility and economy 

Keysort, in fact, is the only automated data processing 
system flexible enough to fit your business as it stands 
and as it grows. It is the one system adaptable and af- 
fordable to companies of every size. With Keysort you 
use punched cards—mechanically created for fast, easy 
sorting. Figures are automatically t tabulated and results 
summarized direct to reports without transcribing. 


Result: Keysort automates your data processing to 
give you the meaningful on-time information you need 
for complete control of your business and profits. 
Monthly, weekly, daily. And at truly low cost. 


Documented case histories 

Your nearby Royal McBee Data Processing Systems 
Representative has had a wealth of experience in solv- 
ing management control problems. Working with you, 
with your systems and procedures experts, he can offer 
helpful advice about a low-cost Ke vsort system tailored 
to your individual requirements. Call him, or write us 
at Port Chester, N. Y. — indicating the applications in 
which you are interested—and we will be happy to send 
you actual case histories from our files. 


ROYAL MCBEE corporation 


NEW CONCEPTS IN PRACTICAL OFFICE AUTOMATION 
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BILLING TIME 
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ONE—WRITING 


STEEL GEAR 
& PINION 
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To find out how you can save time and money, 





and increase efficiency in your order-billing 





procedure, simply answer this 10-question sur- 
vey; clip, and mail to DITTO, INC., 6800 McCor- 
mick Rd., Chicago 45. No obligation, of course! 


Do you know how many separate writings 
are required to get your orders shipped 
and billed? 


Are orders sent in by your branch offices 
or salesmen rewritten in your office? 


Are shipping addresses retyped on your 
bills of lading? 


Are these same addresses again rewritten 
on your tags and labels? 


Are your invoices written separately from 
your shipping orders? 


Ledlial 


YES NO 


[JL] 


YES NO 


Latta 


YES NO 


Be 


YES NO 


Edad 


YES NO 





When a partial shipment is made do you 
write a new shipping order to cover items 
back-ordered? 


Do you write a new set of billing copies 
covering each back-order shipment? 


Do you post each individual invoice to 
your accounts receivable ledger? 


Would you like to receive a folder that il- 
lustrates how you can eliminate all retyp- 
ing on original and back-orders, simplify 
stock picking and inventory control, and 
eliminate posting to accounts receivable? 


Would you like to receive our book, “Inte- 
grated Data Processing—A Factual Analy- 
sis,” which explains how you can have 
modern Integrated Data Processing in 
your company without expensive equip- 





ment? 


LIL) 


YES NO 


LIL} 


YES NO 


[JL] 


YES NO 


[JL] 


YES NO 


[IL] 


YES NO 








TITLE 








..FIRM ADDRESS. 











DITTO ANDO @ ARE REGISTERED TRADE MARKS (U.S. AND FOREIGN) OF DITTO, INCORPORATEO 6830 
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Yours for the asking 


FOR FREE COPIES, 





Vv 
Order-billing shortcuts 

How to eliminate repeat writing 
in order processing and invoicing 
is detailed in a new booklet by 
Charles Bruning Co., Inc. 

The techniques outlined and il- 
lustrated, which utilize the Copy- 
flex process, can be adapted to any 
marketing method or office proce- 
dure, Bruning states. 

For a free copy of this 16-page 
booklet, circle number 224 on the 
Reader Service Card. 


Vv 
Filing system explained 

The 10-second filing and finding 
method is described in a new book- 
let issued by Yawman & Erbe Man- 
ufacturing Co., Inc. 

It tells how this fast indexing sys- 


USE READER SERVICE CARD OR WRITE DIRECT 


tem works. Key points for proper 
control of papers are detailed. 

For a free copy of this 12-page 
booklet, circle number 212 on the 
Reader Service Card. 


Vv 
Overhead reduction technique 

“Controlled Overhead Plan” is a 
new booklet offered by Manpower, 
Inc. 

It discusses solutions to three 
areas of cost erosion—insufficient 
use of personnel, overstaffing and 
inadequately used space. An em- 
ployee overhead comparison chart 
is included in this clear, concise 
publication. 

For a free copy of this 16-page 
booklet, circle number 253 on the 
Reader Servite Card. 





WORTH PAYING FOR... 


The office and tomorrow’s business. . 


. Re-publication of a practical 


guide originally issued in 1930. Its basic concepts will help management 
counteract the profit squeeze with simplified office procedures. By 
L. C. Walker, 187 pages, $4.75. Order from the Shaw-Walker Co., 
Muskegon, Mich. 


Executive control—the catalyst . Analysis of the factors which 
will help create an effective management control climate. Authored bv 
Professor William Travers Jerome III, 275 pages, $6.95. Order from 
John Wiley & Sons, Inc., 440 Fourth Ave., New York 16. 


Successful managerial control by ratio-analysis . . . How to reduce 
company data and statistics to significant mathematical ratios to inter- 
relate and control various aspects of business. By Management Con- 
sultant Spencer A. Tucker, 434 pages, $11. Order from McGraw-Hill 
Book Company, Inc., 327 West 41st St., New York 36. 


Profit planning through volume-cost analysis . . . Potentialities of a 
new budgetary system for planning capital expenditures, make-or-buy 
decisions, product pricing, and cost control. By Dr. John Y. D. Tse, 240 
pages, $7.95. To order, write the Macmillan Co., 60 Fifth Ave., New 
York 11. 
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Vv 
Labor pool vs. plant site 

Regional differences in the avail- 
ability, caliber and wage patterns 
of labor supply are analyzed in a 
new 14-page study by the Amos 
Tuck School of Business Adminis- 
tration. 

The statistics and facts presented 
will help you evaluate the suitabil- 
ity of any specific location as a 
plant site. 

For a free copy of “The Labor 
Market and Plant Location,” write 
to the Amos Tuck School, Hanover, 
N. H., for Bulletin No. 25. 


v 
Safe driving awards 


To implement your driver safety 
program, three items are offered by 
Automatic Transportation Co.—a 
safety award certificate, a driver 
training diploma and a driver's 
identity card. Each document can 
be duly personalized by a company 
official for the workers receiving the 
awards. 

For free copies of these safe driv- 
ing devices, write to Automatic 
Transportation Co., 149 W. 87 St., 
Chicago 20. 


v 
Review of the defense market 
Here is a 32-page report on vari- 
ous aspects of the defense market, 
from Smith, Winters, Mabuchi, Inc. 
The comprehensive — study _ in- 
cludes pointers on how your com- 
pany can share in the detense mar- 
ket dollar. 
For a free copy of this chart- 
illustrated report, circle number 
252 on the Reader Service Card. 


MANAGEMENT METHODS 





He a 


Fa a 


| 





Ve nein NASR: OM 









Leasing cars or trucks? 


Here’s a fleet proven plan 


backed by 24 years 
of successful 

250 “Blue Chip” corporations now enjoy lower 

leasing costs with Wheels “Fleetguard” Service. 


experience 
leek HIE Financial Strength 
— assures lower costs. Wheels has the kind of financial 


strength that assures lowest cost-of-money. Wheels 
will buy your present fleet and lease it back to you. 


VARGA} Facilities 


— assures lower costs. Wheels maintains a national network, 
of over 300 delivery centers for personalized local 
service to your men at point of use. 


Wea HUET Administration 


— assures lower costs. You get individualized service, 
providing coordinated data on every vehicle at 

regular intervals, plus professional guidance on repairs, 
tires, replacements, etc. 


Geant) Used Car Disposal 


— assures lower costs. Wheels national facilities provide 
highest return on used cars and trucks. 








Consult a Wheels man 
before you sign or renew 
your car or truck 

leasing contract. Lease 
Chevrolet Bel Airs, 

with Powerglide, or other 
fine cars and trucks 


WHEELS, INC. 
6200 N. Western Ave. 
Chicago 45, Illinois 


Please send me your booklet on Fleetguard Service. 


GUAR 


SLAVE 
ASSUKES 
LOWER 
COSTS 





eo 














with extra equipment of NAME 
your choice. Send 
coupon today for full 
details and names of other ian 
famous firms in your 
industry now ADDRESS 
using Wheels Fleetguard 
Service. 
CITY 
Dept. MM 


WHEELS 


. 


ZONE en - STATE. 
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better 
place 
for 
careers 








Governor Nelson Rockefeller and his “hard-hat” administration have created the nation’s most favorable climate for a 
business career. Job opportunities in New York State (tops in America) are fast increasing because business is given 
every encouragement to grow. @ At the same time another kind of career has found exciting opportunities in New York 
State. That’s the career of being a kid . . . of growing up in a fine community, going to a good school and having loads 
of fun. In the past two years alone, almost 200,000 new homes and $1.5 billion worth of new schools and extensions 
have sprung up from New York State soil. And famed vacationlands, from Long Island beaches to upstate mountains 
and lakes, along with other social and cultural facilities, are being further enhanced by outlays of millions of dollars. 


We'll compile a report tailored to your specific new plant needs. Write Commissioner Keith S$. McHugh, Dept. of Com- 
merce, Room 457, 112 State St., Albany 7, N. Y. (All contact between your office and ours will be kept under our hat.) 


ae. a a Vee alae lla acs 
GET UP TO DATE ON NEW YORK STATE...WHERE 
THEY°’RE TALKING | THE BUSINESSMAN’S LANGUAGE 
20 ircle number or more information LGA ALIS 
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LLOYD T. WILL, COMPTROLLER 
of Carling Brewing Company. 





CARLING | 
Neneetnateate 






“MABEL” the attractive sym- 
bol of Carling Black Label. 


CARLING is one 
of the nation’s 
leading brewers. 


: Vr 
THIS NATIONAL SYSTEM pays 
for itself every two years. 





“Our ational Accounting System 
returns 00% annually 


2 > a 
on investment ! —The Carling Brewing Company, Cleveland, Ohio 


“Our National Accounting System 
has proved itself to be the econom- 
ical solution to all our accounting 
needs. At the present time we are 
using 8 National Accounting Ma- 
chines and getting top-notch results. 

“Our flexible National System 
provides fast, accurate records when 
they are needed. The speed of our 
System has reduced overtime con- 
siderably while increasing efficiency. 
Monthly statements and sales re- 
ports are prepared in a fraction of 


the time it took with our previous 
method. All these features have re- 
sulted in substantial savings. 
“Along with providing outstand- 
ing performance, our National Ac- 
counting System has proved to be 
an excellent choice, returning 50% 
annually on our investment!” 


Loud) TAL 


Comptroller 
The Carling Brewing Company 


THE NATIONAL CASH REGISTER COMPANY, Dayton 9, Ohio 


1039 OFFICES IN 121 COUNTRIES © 77 YEARS OF HELPING BUSINESS SAVE MONEY 


MARCH 1963 
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Your business, too, can benefit from the 
many time- and money-saving features 
of a National System. Nationals pay 
for themselves quickly through savings, 
then continue to return a regular yearly 
profit. National’s world-wide service 
organization will protect this profit. 
Ask us about the National Mainte- 
nance Plan. (See the yellow 
pages of your phone book.) 
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“With the financing plan Heller devised for us, 
our ‘growing pains’ stopped, and sales upped 70%” 


says Ashley Ward Jr., President, Ward Mfg. Co., Cincinnati, makers of Nimrod Campers 


*“‘Next to having too few sales, the great business heart- 
breaker is having too many. When you must cut your sales 
to fit your capital, you know you're not profiting as you 
might, and, worse, you know you're inviting competition,” 
says Mr. Ward. 


“I understood how Heller’s financial services help a com- 
pany find sales where none were before. But our problem was 
just the reverse. Our ultimate consumer sales through dealers 
were seasonal. We couldn't afford to manufacture and dis- 
tribute the Nimrod Campers pre-season. We simply could 
not afford to sell our potential sales volume.”’ 


*‘Heller developed a financing plan that fits our needs just as 
Nimrod Campers fit the vacationer’s needs. Among other 
gains, we quickly increased our sales volume 70% with 


One billion dollars annually 
for industry 





Heller, and this only indicates what Heller and we can do 
from here on.”’ 


In most instances, Heller financing service is used to tele- 
scope time. Instead of waiting for transactions to conclude, 
and cash to return the slow way, Heller makes it possible 
to re-use money rapidly, over and over. More sales volume 
is generated, and profits multiply. Our clients will tell you 
that Heller advice on the techniques of using money is 
often as valuable as the money itself. 


For your own information, you should know the latest 
techniques for using money, outlined in our newest booklet, 
‘*Financing Business Action Under Today’s Conditions.” 
Why not write for yourcopy? There’s no obligation whatever. 


Write Dept. MM-3 


Walter E. Heller & Company 


103 W. Adams Street. Chicago 90 ¢ 342 Madison Ave., New York 17 
Fulton National Bank Building, Atlanta 3 
Walter E. Heller & Co., of California 849 S. Broadway, Los Angeles 14 
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the law on 


Non-specific words 


How much does “about .. .’” mean? 


The question—When a contract provides for the sale 
and delivery of “about...” or “more or less...” of a 
certain product, does that indicate a specific amount 
the buyer has to take, or the seller has to sell? 


The answer—No. When such qualifying words as 
“about” or “more or less” are used in a contract, the 
statement of the quantity is nothing more than an 
estimate of the probable amount to be bought or sold. 

Sometimes such words are used to indicate that 
there might be incidental variations in slight excesses 
or deficiencies in number, measure or weight. These 
words do not, however, bind the buyer or seller to a 
definite amount. 


Case one—The precedent for this decision was laid 
down by the U. S. Supreme Court over 85 years ago. 

In 1871, the Quartermaster’s Corps of the U. S. 
Army advertised for cord wood. A contract was signed 
by the Deputy Quartermaster General and the seller 
of the wood. It stipulated that the seller “shall sell, 
furnish, deliver, cut and split in lengths of four feet, 
duly piled or corded under the direction and supervi- 
sion of the Post Quartermaster within the enclosure 
of the post of Fort Pembina, Dakota Territory, 880 
cords of sound, first quality, merchantable oak wood, 
more or less, as shall be determined to be necessary 
by the Post Commander for the regular supply in 
accordance with Army regulations of the troops and 
employees of the garrison of said post for the year 
beginning July 1, 1871.” 

Less than a week after the execution of the con- 
tract the Post Commander learned that only 40 cords 
were needed and he immediately notified the seller, 
advising him that the Army would not receive any 
wood in excess of this amount. 

The seller contended that he had cut 880 cords even 
before the contract was signed and that it had re- 
quired 10 ox teams to haul this wood the 360 miles to 
this army post. The seller sued for damages for breach 
of contract. 

The decision of the lawsuit established the rule for 
interpretation of these terms, “more or and 
“about.” 

“If the qualifying words are supplemented by other 
stipulations or conditions which give them a broader 
scope or a more extensive significance, then the con- 


less” 
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IT 
Ata finger-touch, 
seat lifts 


independently 
up and away 


. 





Pi | = DS geen 

Fast and flat for 

& easy portability 

ik and compact 
storage 


¢ - Hampden’s 
w_—séVerrssatile, 

= NEW, Folding 

Conference Chair, No. 304 


Handsomely at home in conference or waiting room, 
office, or auditorium/classroom. Foam-padded seat, 
arms and contoured back, rich vinyl upholstery and 
baked enamel tubular steel frames combine for lasting 
beauty, comfort and years of rugged use. Write for 
catalog: Dept.E-1, HAMPDEN, Easthampton, Mass. 


Hampden 


: Easthampton, Mass. 
Manufacturers of: 
PUBLIC SEATING « OUTDOOR and JUVENILE FURNITURE + BRIDGE SETS 
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| Leading industrialists are using . 2g 


——_ 
Rhode Island’s 


100% 
FINANCING 
PLAN 


For Plant Expansion 
Without Capital 
Investment 





Rhode Island’s unique 100% Lease-Purchase 
Financing Plan has been in operation since Jan- 
uary 1959. During this relatively short period of 
time nearly 11 million dollars in new plant con- 

. struction has been approved and guaranteed by the 
State of Rhode Island. 

These plants represent over 1,270,000 square feet 
of new manufacturing space, now either completed 
and in operation or currently under construction. 
This is positive proof that industry management 
considers Rhode Island’s 100% Financing Plan to 
be practical, workable and financially sound. 

We invite your consideration of Rhode Island as 
a location for your new plant or branch operation. 
Excellent sites and building shells are available — 
and of course, Rhode Island’s 100% Financing Plan 
is available to you for immediate expansion. 


Write for new 100% Financing 
Plan booklet and complete details. 


*Names proudly given on request! 


Rhode Island Development Council 


108 Roger Williams Building, 
Hayes Street, Providence, Rhode Island 
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tract is to be governed by such added stipulations or 
conditions. 

“As, if it be agreed to furnish so many bushels of 
wheat, more or less, according to what the party re- 
ceiving it shall require for the use of his mill, then the 
contract is not governed by the quantity named, nor 
by that quantity with slight and unimportant varia- 
tions, but by what the receiving party shall require 
for the use of his mill and the variations from the 
quantity named will depend upon his discretion and 
requirements, so long as he acts in good faith. 

“So where a manufacturer contracts to deliver at 
a certain price all the articles he shall make in his 
factory for the space of two years, ‘say a thousand to 
twelve hundred gallons per month, the designation 
of quantity is qualified not only by the indeterminate 
word ‘say’ but by the fair discretion and ability of the 
manufacturer, always provided he acts in good faith.” 

Brawley v. United States, 96 U. S. 168, October, 
1877. 

Case two—An order for steel for the construction of a 
fluid catalytic cracking unit had the stipulations: 

“1. All steel and connections for pipe supports in 
accordance with drawings furnished and attached 
(three sheets), “Terms of Purchase Order,” approxi- 
mately first 30 tons @ 32 cents per lb. subject to stip- 
ulations on attached three sheets: 

“2. Approximately 95 additional tons @ 30 cents 
per lb. subject to stipulations on attached three sheets: 
total 125 tons, more or less, approximately $76,200.” 

Only about 52 tons of steel were required for the 
project. When the purchaser refused to accept deliv- 
ery of the remainder of the 125 tons specified in the 
purchase order, qualified by the words “more or less,” 
the steel company brought suit for loss of profit. 

Here the question was, as put forth by the court, 
“Whether under the terms of the purchase order the 
buyer agreed to purchase only the amounts of steel 
required for construction of the fluid catalytic crack- 
ing unit, according to specifications and the drawings 
referred to in the purchase order, or whether it agreed 
to purchase the 125 tons mentioned in the contract. 

“In short, the question is whether the purchase 
order is one for a specific and definite quantity of 
steel or one for the requirements of the job.” 

The Federal appellate court’s decision absolved the 
purchaser of any obligation to accept delivery of any 
steel over and above that necessary for use in the 
construction of this cracking unit. 

“To us it is manifest that neither the buyer nor 
seller knew with any degree of certainty the tonnage 
of steel that would be required to construct the cata- 
lytic cracking unit. The tonnage could have been 
estimated only after intensive study of the drawings 
and specifications. 

“One thing seems certain, The parties contracted 
for a sufficient quantity of steel to construct a specific 
job according to the drawings and specifications which 
apparently neither party took the pains to translate 
into definite tonnage. The dominant measure of quan- 
tity under the contract was the need of the purchasers 
and we hold that they were not bound to take more.” 


M. W. Kellogg Co. v. Standard Steel Fabricating 
Co., 189 Fed. 2d 629, June 11, 1951. 
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7 an original...clean, sharp, com- 
eae 


“Sell” your ideas and reports more 
effectively... with Multilith Offset 


MULTILITH OFFSET DUPLICATING provides the perfect answer for 
whatever you need to get your ideas across or to portray accomplish- 
ment. From the presentation of a few typewritten notes all the way 
to an elaborate photographic report, Multilith Offset offers every 
writing method known, every illustrating technique imaginable— 
right at your fingertips. 

Words, lines, figures, charts, graphs, photos, colors—all can be 
reproduced in as many copies as desired. Predetermined formats, 
official forms, etc., can be incorporated; progressive data added or 
substituted. Recopying is eliminated. You prepare once; proof once; 
then reproduce the top quality ‘‘originals’’ you want—when you 
want them—with unprecedented ease and economy. 

Let us demonstrate the superior advantages of the broad line 
of Multilith Offset Duplicators and our ability to serve your par- 
ticular needs. Contact your nearby Multigraph office, or write 
Addressograph-Multigraph Corporation, Cleveland 17, Ohio. 


Addressagraph-Multigraph 


SERVING SMALL BUSINESS + BIG BUSINESS + EVERY BUSINESS 


©1961 A-M Corporation 


Report data is entered just once 
on Multilith Masters—with pen, 
pencil, typewriter or accounting 
machine. And only one proofing 
is required—regardiess of number 
of copies needed. Each copy is 


pletely legible. 


(Circle number 101 for more information) 
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BOSTON 


PENCIL SHARPENERS 










p 8 on any 
1 i a Surjace 


BOSTON 
MOUNTING PLATE 








MODEL KS 





UTES Dn MESSRS 





Now—the Boston Sharpener can be attached 
to any surface—glass, wood, masonry or 
steel. A new mounting plate makes installa- 
tion fast and easy. 

Boston’s all-metal construction and fine 
cutting edges assure long years of economical 
service. 

There’s a Boston model for every office 
need and the mounting kit fits every model. 
All sharpeners are guaranteed for 1 year. 








Order from your local stationer. 


C. HOWARD HUNT PEN COMPANY 


CAMDEN 1, N.J. 





MODEL t 
(Circle number 123 for more information) 
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YOUR COMPANY 
TO JOIN WITH US 


IN 
PINELLAS COUNTY 





CONTINENTAL OPTICAL Company 4 & et : 

ere’s one oO e few areas in 
America where it is possible to 
attract personnel in every cate- 
gory without difficulty. 

Why? — No executive or em- 
ployee need be more than 15 
minutes away from home and gar- 
den, from fresh and salt water, 
fishing, bathing, boating, water 
skiing...no more than 15 min- 
utes away from schools, churches, 
shopping centers, recreational 
and social activities. 

All this, plus a favorable busi- 
ness climate...and SUN-sational 
living all year, in this enchanting 
land of flora and fauna. 

Executive decisions, after exten- 
sive site location surveys in many 
areas of the nation, have resulted 
in major companies locating here. 
Their managements will gladly give 
you the result of their findings. 


« 
cr coTTON MILE 





GALLAGH 
BEE BEE TOGS, Inc. 


Hy 


FLO; 
RIDA FISHING TACKLE Mig. ¢, 
- Co. In 



























NOTE: Persons seeking positions 
please write Florida State Employ- 
ment Service, 1004 First Avenue 
North, St. Petersburg. 










Clearwater 
Dunedin 
Gulfport 
Indian Rocks 


argo 
Madeira Beach 
§ Oldsmar 
Pass-a-Grille Beach 
Pinellas Park 

Safety Harbor 

St. Petersburg 

St. Petersburg Beach 
Tarpon Springs 


For complete information communicate in confidence with: 


GREATER ST.PETERSBURG - CLEARWATER INDUSTRY COUNCIL 
GREATER ST.PETERSBURG CHAMBER OF COMMERCE 


Jack Bryan, Industrial Director / Department M, St. Petersburg, Florida 
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ADVERTISEMENT 


Write for this free report on 


HOW TO SEIZE 
AN ALMOST OVERLOOKED 
BILLION DOLLAR MARKET 


If your business sells to business, this re- 
port may alter your entire marketing picture. 


Look at your marketing plans in the light of the explosively meaningful 
facts in this report: 


The report shows how a small fraction of the nation’s business firms buys 
the major portion of all the goods and services sold to business! 


These firms in this small group are not the giant companies. Instead, they 
are the 48,000 companies with between 100 and 1,000 employees. These 
middle-sized companies represent the single greatest undeveloped profit 
potential in the business market. 


This report shows how these companies are among the easiest for you to 
sell! They are big enough to have both the need to buy and the ability to 
buy an endless variety of things. Yet they are small enough so that usually 
only one or two key men in these firms make all the major buying decisions, 
and many of the minor ones, too. 


The full power of these facts is explained in this carefully researched re- 
port by Management Methods. The report is being offered without charge 
to top management executives of firms which sell to the business market— 
and to their advertising agencies and marketing advisers. Write on your 
company letterhead to receive a copy by mail. 


MANAGEMENT MAGAZINES, INC. 


Management Methods, School Management, Management Publishing Corp. 
22 West Putnam Avenue, Greenwich, Connecticut 
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American 


Type 


Founders 






AM Boveeienel(-3 offset department 


can be YOURS 


ioyamt--maeteheea GOollar an hour! 


For less than a dollar per working hour, you can pur- 
chase a complete ATF offset department, including: 
press, camera, darkroom sink, negative layout table, 
platemaker, and utility table. If you have some 
seldom-used equipment to trade in, chances are you 
will need little or no down payment. 


Or you can lease the complete “package’’—or any 
part of it—without trading in any equipment or 
making a down payment. 


Either way, you get brand new equipment—and 
only what you need—on the easiest terms. You can 
pay as you go and make a profit as well. 

Heart of this plan is the ATF Chief 15, the small 
press with the big press features...the press which 
has been chosen by over 1500 professional printers. 
You can see this press and the related “package” 
equipment in operation at your nearest ATF Branch 
Office; or your ATF Representative will supply full 
details, including a folder, ‘““How to Set Up for Off- 


99 
- 


set,” which outlines various plans and choices of 


equipment. If you prefer, use the coupon below. 


Glut 


ATF Type Faces used in this advertisement: heads, Craw Clarendon; 
text, Bodoni Book; coupon, News Gothic Condensed. 


American Type Founders, Dept. D 
200 Elmora Avenue, Elizabeth, N. J. 


I’m interested in your “Offset Package Plans” on a () purchase 
CZ lease basis. 


Name Title 





Company 





Street and Number 





City i Zone State 





(If you have trade-in equipment, list descriptions, models, serial numbers) 


(Circle number 172 for more information) 
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Faster than any other 
Data Processing System 
now installed 


... even four times faster than previous 
Philco 2000 Systems 


PHILCO COMPUTER CENTER ... devoted exclusively to the 


development, engineering, production and marketing of Phiico Computers 





Philco 2000 Data Processing Systems have always been among 
the fastest and most reliable. Now, the new Model 212 C ‘entral 
Processor brings an entirely new concept in data proce x speed, 
efficiency and flexibility to business, industry and science. 

Advanced four-way processing, which permits simultaneous 
processing of four instructions; faster circuits, with diode-transistor 
logic; improved internal organization; all contribute to the tremen- 
dous speed of the 212 . . . four times faster than any previous model. 
For example, it can perform 639,000 additions in one second. 

Faster running time, more effective use of memory and reduced 
programming time, result in the greatest possible economy in 
data processing. 


The 212 Central Processor is fully compatible with all Philco 


2000 systems. You can install a Philco 2000 system now, utilizing 
either the Model 210 or 211 central processor, and as your work 
load increases, replace the central processor with the Model 212, 
without reprogramming! Write today for complete information; 


PHILCO 


== se) Samous gr Quality the World Over 


PHILCO CORPORATION © GOVERNMENT & INDUSTRIAL GROUP 
COMPUTER DIVISION, 3900 WELSH ROAD, WILLOW GROVE, PA. 


(Circle number 137 for more information) 
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Workshop for Management 


PRACTICAL IDEAS YOU CAN USE RIGHT NOW! 


HUMANIZE 
COMPANY RULES 


® WHEN IT COMES to making rules 
palatable, it’s not so much what you 
say but how you say it. 

A command given in a do-it-or- 
else manner may get compliance— 
but it also breeds resentment. 

So avoid ultimatums. Phrase your 
rules with firmness but finesse. Use 
human, friendly language. Appeal 
to the worker's sense of faimess. 
Explain the reasons behind rules. 
Be frank about penalties or censure 
for violations, but don’t be blunt or 
tactless. Remind workers that rules 
are made for their well-being, as 
well as the company’s. 

Make it clear that exceptions will 
not be made when rules are broken. 
Real or fancied favoritism is likely 
to build up major dissatisfaction. 

Then review your rules periodi- 
cally. Weed out the unnecessary, 
outmoded practices and_ policies. 
Make your rules a clearcut guide 
for sensible, orderly conduct. 


TIME YOUR MAILINGS 
TO ARRIVE ON TUESDAY 


" BoTH BUSINESSMEN AND HOUSE- 
WIVES normally get the least mail 
on Tuesdays. This goes for editors, 
too. For proof of it, just count the 
number of envelopes that are de- 
livered next Tuesday at your office 
and at your home. Then compare 
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that amount with what you receive 
on any other day of the week. 
So schedule the bulk of your di- 








rect mail and publicity releases, 
whenever possible, to arrive on 
Tuesday. 

Conversely, Monday, Friday and 
the day after any holiday are likely 
to give your letter or release the 
most competition through sheer 
volume of other correspondence. 


FERRET OUT REAL REASONS 
WHY WORKERS QUIT 


Most FrrMs make a conscious ef- 
fort to create a physical and psy- 
chological climate that will deter 
controllable turnover. 

However, many neglect to ferret 
out and follow up on the real rea- 
sons why workers quit. 

Chances are when employees 
leave your employ voluntarily, they 
cloak their actual reason behind 
some innocuous excuse. 

This proved to be true at one 
multi-office corporation with a high 
turnover rate. On giving notice, a 


large proportion of the employees 
said they were “leaving to take a 
higher paying job.” 

Determined to get at the real 
cause behind quits, this firm estab- 
lished a _ post-terminal interview 
procedure. Three months after sep- 
aration, a questionnaire was mailed 
to the former employee’s home. Its 
object was to elicit more frank, 
truthful replies than many care to 
give in person at the time they 
leave. 

Answers could remain anony- 
mous at the election of the ex-em- 
ployees. The questionnaire was 
worded so that answers conflicting 
with those given at quit time could 
be readily spotted on signed ques- 
tionnaires. 

As this company suspected, rea- 
sons originally given—“more pay,” 
“poor transportation, etc., hid basic 
underlying causes. 

Where the real reasons pointed to 
justified dissatisfaction with super- 
vision, charges of favoritism, work- 
ing conditions and the like, definite 
remedial steps were undertaken. 

Further, the ability to establish 
quit patterns from followup ques- 


(cu ir nrc bo rnb gn) 

















SAVE 


Thousands of Dollars 
In Paper Work Errors. Use 


o- 





sos 6 Oo 6 aa 


With Shaded Columns to Spotlight Figures 
for Accurate Reading, Posting, Pricing 
and Analysis on Invoices, Work Forms and 
Many Other Records 





VIA 


New Hano VERTI-BAR Tab Forms reduce 
errors in paper work, save money, speed up your 
office system. VERTI-BAR costs no more than 
outmoded forms. 


UTING 





Judge for yourself ... ask for samples from 
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T OHILIP HANO CO., HOLYOKE, MASS. 
Please send FREE samples of VERTI-BAR Tab Forms 
Packet No. 1010 ” ~¥ 





Name 





Company 





Street 








City & State 
(Circle number 119 for more information) 
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tionnaires proved to be an invalu- 
able aid to personnel management 
in the analysis and reduction of 
overall turnover. 

What's more, this post-terminal 
device had a by-product benefit. 
Some qualified ex-employees had 
found the other side of the tracks 
just as dusty. Too embarrassed to 
seek re-employment on their own, 
the questionnaire emboldened them 
to take the step to rejoin the com- 
pany. 


TO PROVE A POINT 
USE A REAL PIE 


=» TO MAKE STATISTICS graphic, why 
not use a real pie instead of the 
usual pie chart illustration. 

This realistic and attention get- 
ting presentation of statistics can be 
used effectively at any meeting. Or 
you can send actual pies through 
the mail. 

Motor Age, to cite one case, sent 
pies by mail to some 2,000 advertis- 
ing prospects. From each, a 6% 
wedge had been removed. The cut- 
out pie dramatized the publica- 
tion’s 94% circulation coverage of 
the automotive service market. 

A 12-line rhyme attached to a 
plastic fork elaborated on the 
meaning of the real pie statistics. 

To withstand the rigors of the 
mail trip, the “pie” in actuality was 
a fruit cake shaped like a pie. 


HITCHHIKE WAY 
TO EXTRA ORDERS 


e Here's a Low cost, almost no 
cost, way to more sales—particular- 
ly for consumer products. Often 
used by department stores and in- 
surance companies, it’s neglected by 
many other types of businesses. 

When you send out routine cor- 
respondence and invoices, why not 
include a product circular, a special 
offer, an order card or other pro- 
motion piece. 

If this material is kept under the 
one-ounce first class minimum 
weight, it travels free. 

One enthusiastic endorser of this 
“free ride” promotion method is the 
Old Equity Life Insurance Co. Vice 
President William J. McKenna says 
for every 1000,000 envelope stuf- 
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fers enclosed at no extra postage, 
3,000 hot leads are developed. 

In fact, he reports, for every 
dollar spent on printing inserts, Old 
Equity gets back $45.87 in new 
business. 


SHRINK TIME AND EXPENSE 
IN LONG DISTANCE REPORTING 


s A STREAMLINED METHOD of relay- 
ing daily data from branches to 
headquarters has cut document tie- 
up time in half for Phoenix of Hart- 
ford Insurance Cos. 

Data on policies issued in Toron- 
to, Montreal and Chicago must be 
relayed to Hartford headquarters. 
While this transfer of information 
takes place, the policies themselves 
are not available if a claim is made. 
The old method of mailing infor- 
mation on IBM cards tied up the 
documents as much as four days. 

With the new Recordak micro- 
film reporting system operating 
between the branches and the home 
office, documents can now be re- 
leased in 24 to 48 hours. 

Further, Executive Superinten- 
dent K. Arne Magnuson reports a 
substantial postage saving on mail- 
ing a compact 200-foot roll of film 
instead of the 12,000 IBM cards 
the microfilm represents. 

When headquarters receives the 
microfilm, data is readily viewed on 
a projector and key punched onto 
IBM cards for electronic tabulation. 
Thus, Hartford can keep records 
up-to-the-minute without bulky and 
costly mailing of cards from 
branches. 


PAVE WAY WITH PEN PALS 
FOR TRANSFERRED FAMILIES 


= WHEN A MOVE IS MADE to a widely 
varying locale, normal problems in 
acclimating personnel can be mag- 
nified. 

This was the case when General 
Electric opened a plant in Hickory, 
N. C. The move involved the trans- 
fer of some 200 staid New England 
families. 

Some of the Yankees viewed the 
coming move with alarm. And, 
although the southern community 
welcomed the boost the new busi- 
ness would bring to its economy, 
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NOW: 
YOUR 
SPIRIT 
DUPLICATING 
CAN 

BE AS 
CLEAN AS 
THIS 

PAGE 


The degree of cleanliness achieved by new Columbia Plastisol 
Spirit Ready-Masters was but a few years ago only a laboratory 








dream and a typist's hope. 


This new cleanliness is the product of Columbia research and 
development. It is obtained by the use of chemically integrated 
dyes suspended in plastic composition. 


In preparation, handling and duplicating of all types of masters 
from simple carbon units to complex forms for office systems 
applications and data processing, cleanliness is the word— 
figuratively and literally. 

In addition to cleanliness the user is assured crisp, clear copies 
throughout the duplicating run. Long highly uniform runs and the 
ability to re-run are added assets. And the new Plastisol Spirit 
Ready-Masters go into action immediately—no build-up with the 


resultant waste of paper. 


Whether it's in flat sheets, master units, continuous forms, tele- 
typewriter rolls or interleaved sets, a Plastisol spirit carbon will 
handle the job. Get this new cleanliness. Get Columbia Plastisol 
Spirit Duplicating Masters. 

For free demonstration consult yellow pages for Columbia 
dealer nearest you. For further information write to ‘Plastisol 
Division” at their address below. 


PLASTISOL SPIRIT MASTERS 
BY 


Columbia Ribbon & Carbon Pacific, Inc., Duarte, Calif, 
(Circle number 109 for more information) 
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Columbia Ribbon & Carbon Mfg. Co., Inc., Glen Cove, N. Y. 


3 








WITHIN SECONDS / 


Modern LAMSON carriers can fly over- 
sized blueprints through AIRTUBES at a 
velocity of 25 feet per second. No other 
communications system can approach 
this type of service. And the time 
saved in transit is time gained in 
production. 

Modern LAMSON AIRTUBE SYSTEMS have developed and improved 
their load bearing capacities to such an extent that today AIRTUBES 
are without peer in providing all ’round, swift, message delivery 
service to industry. 

AIRTUBE speed plus load flexibility reduces downtime on produc- 
tion lines . . . eliminates cost of manual messengers . . . permits 
centralization of supplies and equalizes the workload among all 
personnel throughout the day. 

Bring yourself up-to-date on modern LAMSON AIRTUBE SYSTEMS. 
Send for the new AIRTUBE catalog. Just clip this advertisement to. 
your letterhead and mail to 114 Lamson Street, Syracuse, N. Y. 


Pioneers the Conquest oF INNER SPACE N 








PLANTS IN SYRACUSE AND SAN FRANCISCO ° OFFICES IN ALL PRINCIPAL’ CITIES 


Manufacturers of Airtube® (Pneumatic Tube Systems) « Integrated Conveying Systems «© Pallet Loaders 
Selective Vertical Conveyors © Bookveyors® Clinical «© Trayveyors® © Food Service Systems e 
Blowers and Exhausters © Exidust® Central Vacuum Cleaning Systems ¢ Dryset® Air Vacuum Systems 
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the townspeople had some mis- 
givings about the newcomers. 

To smooth the way, the personnel 
manager visited the new location 
a year ahead of the move. While 
there, the superintendent of schools 
suggested the local boys and girls 


become “pen pals” of the soon-to- 
be-transferred New England chil- 
dren. 

A survey was made of the 
Hickory children. A list was made 
of interested boys and girls which 
indicated their ages, interests and 
hobbies. A canvas was also made 
of the GE employees who would 
be moving and a similar list made 
of their children’s interests. 

By the time the actual move was 
made, many firm friendships were 
established through pen pal letters. 
The southern families went out of 
their way to welcome the new- 
comers. 

In fact, the GE personnel man- 
ager said it was the smoothest trans- 


fer of personnel he had _ ever | 


witnessed. As a result, the pen pal 
device has become standard proce- 
dure to pave the way for uprooted 
personnel. 


UNSAFE WORK CLOTHING is closely 
connected with soaring accident 
rates. This obvious fact is too often 
overlooked by beth workers and su- 
pervisors. 


In fact, dangerous dress ranks | 


second as the most frequent cause 
of accidents in a survey made by 
the National Joint Glaziers and 
Glass Workers Apprenticeship Com- 
mittee. Out of 281 accidents, 46—or 
16.4%—are blamed on_ hazardous 
apparel. 

Too many workers, safety con- 
sultants state, report for work in 
clothing with built-in hazards. 

Consider this commonplace inci- 
dent. A worker has a button miss- 


ing from his shirt sleeve. It doesn't J 
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seem important and is usually 
ignored—until the dangling cuff 
gets caught in moving machinery. 
If he’s lucky, he may lose only an 
arm. 

Floppy trouser cuffs can be 
equally dangerous. For instance, a 
draft of air lifted an operator's 
loose pants cuff and literally blew 
it into the grinder gears—along with 
his leg, before a fellow employee 
could cut off the power. 

Ill-designed, poorly maintained, 
or dirty work garments-are also 
common causes of crippling falls, 
burns, infections and _ skin irrita- 
tions. 

Safety counselors recommend a 
trim uniform, regularly laundered 
and repaired, to minimize acci- 
dents. Such special clothing is de- 
signed for maximum safety. Built-in 
hazards are eliminated — pocket 
flaps, loose sleeves, dangling apron 
strings. Places which get the most 
wear are reinforced in a well de- 
signed uniform. 


CoMPANY ORGANIZED CAR POOLS 
can take up a lot of time. This was 
true at the Boeing Airplane Co., 
Seattle. The old system consumed 


the equivalent of the full time of 
two clerks just to maintain central 
share-the-ride files. 

Now, under a new self-service 
plan, the role of the company as a 
go between is virtually eliminated. 
One clerk can handle all routine in- 
volved in about two hours a month. 

Clearing house for the do-it- 
yourself ride sharing system is a 
panel placed at strategic points in 
the plant. Each shows a detailed 
map of Seattle divided into 44 num- 
bered zones. Below this is a slotted 
rack with pockets, also numbered 
one to 44. A supply of cards is pro- 
vided. These have spaces for the 
employee’s name, address, home 


and shop phone, shift time and map 
number where he lives. 

Any worker interested in getting 
or giving a ride simply fills in a 
card and places it in the appropri- 
ate zone slot—and awaits action 
from another employee. 

Now in effect two years, the 
simple share-the-ride system has 
saved time and money for both per- 
sonnel and management. All hands 
are satisfied with the streamlined 
car pool system, the industrial re- 
lations manager reports. 
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WATCH YOUR 


“ A CHECK OF YOUR OUTGOING MAIL 
may reveal many overpayments of 
postage—and not always just a few 
pennies extra on an envelope. 

A careless or rushed clerk some- 
times forgets to flip back the post- 
age dial after setting it for a heavy 
envelope or package. Result: many 
letters, requiring only four cents 
postage, may be run through at the 
excess rate of a dollar or more. 

Some clerks also seem to have a 
blindspot on local geography. For 
instance, a New York City public 
relations firm consistently airmails 
releases to a nearby Stamford, 
Conn. publisher. 

Many companies pay extra for 
airmail over holidays or weekends 
when regular mail would get there 
by the next working day. 

Some firms pay charges for spe- 
cial delivery when it may actually 
delay arrival. For example, a letter 
mailed special delivery late Friday 
afternoon to a nearby company 
closed on Saturday, will probably 
arrive after the first class mail is 
delivered on Monday morning. 

A Long Island publisher just re- 
ceived a one-page news item with 
a reply card. Both weighed less than 
a quarter ounce and could have 
traveled first class for four cents. 
However, the piece was sent in 
large manila envelope with eight 
cents postage. Probably thousands 
of these releases went out in identi- 
cal fashion—at an excess cost to the 
sender of $40 a thousand. 

Another postage leak results from 
inaccurate scales. Have yours 
checked. If it overweighs, it’s cost- 
ing you extra money. If it registers 
underweight, the postage due will 
incur ill will of recipients. 





CONVEYOR SYSTEMS 


when two heads arent 
VS LLL ae 





LET LAMSON ENGI- 
_ NEERS show you how one 
head can do the work of many. 
The purchase of conveyor com- 
ponents alone is not enough. It 
takes skill, imagination and years 
of experience to mould compo- 
nents into a directed conveying 
system that will increase mate- 
rials flow while reducing man 
hours of labor time. 
LAMSON engineers have such a 
record of achievement. Not con- 


' tent with the design of a system 


and the provision of LAMSON 
components, LAMSON engineers 
also install the system, train user 
personnel in its use and critically 
check operation. 

LAMSON is famous for provid- 
ing a finished, “Turn Key Job.” 
So... if you have too many 
heads moving too few units, check 
LAMSON for advice. Write today 
to 114 Lamson Street, Syracuse, 
New York. 
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BURROUGHS CORPORATION ANNOUNCES 


THE B 5000, WHICH SETS NEW STANDARDS 
runt 
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The new Burroughs B 5000 Information Processing System is a decided 
departure from conventional computer concepts. It is marked by dramati- 
cally different machine logic and language. It thinks in the language of 
your problems. It is an integrated hardware-software package that sets: 


NEW STANDARDS OF PROGRAMMING EFFICIENCY 
The B 5000 is the first system specifically designed for efficient use of the 
problem-oriented languages of ALGOL and COBOL. It swiftly translates 
them into efficient machine-language programs, compiles at speeds 20-50 
times faster than any currently designed computers. Result: unprecedented 
savings in programming cost and time. 

NEW STANDARDS OF PROGRAMN-INDEPENDENT MODULARITY 
Any B 5000 program will work with any B 5000 system configuration. It is 
possible to add memory modules, input/output units—even a functionally 
independent second central processor. Result: you can closely gear system 
expansion to growing workloads, without time-consuming reprogramming; 
you have effective protection against obsolescence. 

NEW STANDARDS OF EFFECTIVE MULTIPLE PROCESSING 
The B 5000's normal mode of operation is multi-processing. It-can simultaneously 
process several unrelated problems, both scientific and commercial, under the 
supervision of its Master Control Program. Programs written independently 
can be processed simultaneously. Result: minimum idle component time. 
maximum self-regulating system efficiency. 

NEW STANDARDS OF AUTOMATIC OPERATION 
The Burroughs B 5000 incorporates a complete set of operating, monitoring 
and service routines. Its Master Control Program automatically. schedules 
work and assigns memory and input/output units.. Result: system idle time 
and human intervention are reduced to a mimimum—important time and 
dollar savings. 

NEW STANDARDS OF SYSTEM COMMUNICATION 
The new B 5900. features completely flexible communication among its com- 
ponents, permits simultaneous on-line/off-line operation. Any input/output 
channel communicates with any peripheral equipment and any memory module. 
Result: greater flexibility and reliability in systems use. 

NEW STANDARDS OF THROUGH-PUT PER DOLLAR 
Along with its remarkably advanced logic and language, the B 5000 offers many 
other important features. Examples: High internal speed (three microsecond 
add execution time, six microsecond memory cycle time), high speed input/output 
(reads 800 cards per minute, prints 700 lines per minute), 66 KC Magnetic 
Tape speeds, and solid state construction. This large-scale performance is avail- 
able to you in the medium-price range. Result: maximum through-put per 
dollar for you. 












































For details in depth on the B 5000 concept, call our nearby office now. Or write 
Data Processing Division, Burroughs Corporation, Detroit 32, Michigan. 
Bu uughs—-TM 
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Kenneth Leghorn has learned that certain management actions produce 

a predictable—and highly favorable—result. He has applied these 
methods in three weak companies and made the companies strong. In 
two of the three, he changed losses into profits in a few months. 

This article tells you some of the management pattern Kenneth Leghorn 


has used three times to make a company snap out of it. 


How to make a company 
snap out of it 








qummmmmmmmmms §=Kenneth M. Leghorn is a tall, friendly, bald man 
of 40. His easy manner does not reflect the kind of hard, com- 
petitive thinking that creates profits where none existed before. 

Yet Kenneth Leghorn has mastered a set of strong management 
methods. He has discovered that these methods produce predict- 
able results. As he sharpens his methods, he finds the results be- 
come predictably better. For example: 


gs In 1953 he took over as chief executive of Sun Tube Co., 
boosted sales 25% and earnings five times before American Can 
Co. acquired the business in 1957. 


REN OTR ST ARNT 


A report on the 
; management methods of 
Kenneth M. Leghorn, 
President of Photostat 
Corp., Rochester, N.Y. tj American Can shifted Leghorn to another of its acquisitions, 
Bradley Container Corp. This five-year-old business had never 
been in the black. In a year-and-a-half, CanCo had invested $13 
million in it, yet it was still losing at the rate of $2 million a year. 
Nine months after Leghorn took charge, Bradley Container was 

in the black. 


ge Then Leghorn became president of Photostat Corp., a recent 
acquisition of Itek Corp. Photostat’s sales had been going up, its 
profits down. It had been losing money for two years. Itek, then 
a small new company, was able to buy bigger Photostat with an 
investment of only $2 million. Leghorn put the company in the 
black in six months and shortly had it earning more than 25% on 
Itek’s investment. 

What methods produce this kind of profit results? To find out, 
MANAGEMENT METHOps questioned Kenneth Leghorn in a series 
of interviews. Using Photostat to illustrate his points, Leghorn 
described what can be considered at least a big part of his cam- 
paign to make a company snap out of it. His methods are de- 
scribed starting on the next page. > 
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“There are two ways to build a company .. . 
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‘There are two ways to lift a company out of a slump and make 


it grow,”’ 


says Kenneth M. Leghorn, President of Photostat Corp. 


‘You can grow either in the black or in the red. Sometimes it is 


possible to grow faster if you grow in the red. But anyone can 


grow on his own money; it takes no real talent. 


“The management skill comes in when you can revitalize a com- 


pany, create growth and earn profits all at the same time. That's 


where the creative aspect of the management job enters the 


picture. 


‘*At Photostat, we decided to create our growth in the black, 


not in the red. Everyone in our management organization takes 


pride in the fact that we accomplished this goal quickly.” 











<=” Yank all authority 
upstairs 











“Take major authority away from 
subordinates for the time being,” 
says Photostat President Kenneth 
Leghorn. 

“Yank all authority upstairs and 
centralize it in the hands of the few 
key members of management.” 

This forces the key men to get 
involved in the intricacies of every 
operation. Because they are im- 
mersed in the mass of operational 
detail, while continuing to work at 
the policy level, the key men get 
both a worm’s eye view and a bird’s 
eye view of the whole company. 

This accomplishes a number of 
things: 

First, it trains the key men in the 
intimate details of the business, 
through first hand experience. 

Second, it helps you make certain 
your key men are capable of mak- 
ing good decisions at every level. 

Third, when key men have a top- 
to-bottom view of the _ business, 
hidden costs and other mistakes 
show through their camouflage and 
stand out like sore thumbs. You 
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spot areas where fat can be 
trimmed immediately and where it 
can be cut by corrective action over 
a period of time. 

In addition to withdrawing all 
decision making authority from 
subordinates, Leghorn’s method is 
to lock down all capital expendi- 
tures. Make sure no money can be 


spent without specific approval 
from the top. 
“At Photostat,” says Leghorn, 


“we centralized spending authority 
so that even the slightest change in 
spending plans required top ap- 
proval. We made darn sure that 
not a penny went out without good 
reason.” 





ke” Put management 





| on a 24-hour day 





“Complete centralization of au- 
thority consumes great gobs of time 
for the men at the top,” says Leg- 
horn. “So we put our management 
on a basis of—not 10, 12 or 14 hours 
a day, but 24 hours a day.” 

Leghorn says that only by taking 
the clock off the wall in the con- 
ference room and the top execu- 


tives offices can centralization of | 


authority be made to work. 

But there is an advantage. 

Says Leghorn: “You quickly find 
out which of your management 


people are concerned enough about 
the problems of the business to put | 


business first, above all other con- | 


cerns of their lives. To make a busi- 
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ness pull out of a slump, you need § 


the kind of people who really want 
to solve problems, who want to get 
the job done, who want to reach 
success no matter how hard thev 
have to work to get it. Our method 
of centralizing management and 
putting it on a ‘get the job done’ 
basis instead of a nine-to-five basis 
automatically screened out those 
who didn’t measure up.” 


At Photostat, Leghorn created a | 


TANC € manageme Cc . e 
brand new management team. He 
orought i 7 key manageme 
brought in 17 key management 
people—including seven out of eight 

of the men at the top. 
Management was put on a two- 


shift basis, to match the operations | 


of the plant. Meetings often lasted 
deep into the night, because there 
wasn’t time during the day. 

Did this kind of full-time com- 


mitment on the part of managers | 
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ruin their home lives? “I don’t know 
of a case where we had a family 
problem because of it,” says Leg- 
horn. 





k= Dont be afraid 
of meetings 











Leghorn is probably one of the 
“meeting-est” managers going. His 
philosophy is never to avoid or 
postpone a meeting just because he 
or his managers can’t afford the 
time. If there is a reason for a 
meeting, he calls it, regardless of 
how the meeting cuts into time. 

“The first job of managers,” says 
Leghorn, “is to make decisions. If 
a problem comes up that requires a 
decision, we'll call a meeting to get 
the thinking done and get the de- 
cision made. Other work can be 
postponed, but if you start post- 
poning decision making, manage- 
ment control begins to slip.” 

Despite the disregard some exec- 
utives have for so-called committee 
management, Leghorn contends 
there is an important teamwork as- 
pect to decision making. “Meet- 
ings,” he says, “provide communi- 
cation, coordination and control.” 

Every decision has a bearing on 
other areas, says Leghorn. “If oper- 
ations throughout the company are 
going to mesh, decisions in all areas 
should have a family resemblance. 
We achieved this by making all 
key decisions in our management 
committee meetings. Later, as the 
company began to assume a person- 
ality in its decision making, people 
at lower levels picked up the per- 
vading tone that had been given 
to our decision making, and they 
learned to fit their decisions into 
the pattern.” 

Leghorn gives another reason for 
his heavy use of meetings. In the 
beginning, when he first moved into 
Photostat, he was operating with 
holes in his top management team. 
Committee action had to take the 
place of key man authority while 
the right men were being found 
and tested for the major posts. 

At first, management meetings 
were held without formality—any 
place and any time they were 
needed. People were just too busy 
for formal, scheduled meetings. 

This arrangement kept things 
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running while the stringent tight- 
ening up process was working. It 
also kept an informality in the man- 
agement, a fluidity that prevented 
the organization structure from 
solidifying before Leghorn was sure 
of how it should be shaped. 

After two or three months, when 
some of the pressure was removed 
and the management began to take 
definite form, management meet- 
ings were put on a scheduled basis. 
Presently the meeting schedule is 
going through a further refinement 
stage. 





i” Thaw out 
organizational rigidity 











“One big mistake frequently 
made when a company is re-organ- 
ized is that the change to a new 


organization structure is made too 
fast.” 

So says President Leghorn. In 
his view, it is wiser to dissolve the 
rigid organization structure that 
exists, but keep things in a state of 
flux for a short while. Let things 
shake down to a natural pattern 
before shaping the organization to 
a new structure. 

At Photostat, every aspect of or- 
ganization was studied. Different 
ideas on how the organization could 
be reshaped were discussed at 
length, and tested. Not until Leg- 
horn and his management group 
were reasonably certain that their 
new organization scheme would 
work did they attempt to install it. 

As a matter of fact, the first or- 
ganization structure they designed 
turned out to be only temporary. 
Changes continued to be made in 


“To make a company pull out of a slump, you need the kind 
of people who really want to solve problems, who want 
to get the job done no matter how hard they have to work.” 
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the company. A change in one de- 
partment often set off a chain re- 
action of needed changes in others. 

The first structure created by 
Leghorn lasted about six months. 
Then the organization plan had to 
go through a process of revision 
and refinement. 

Says Leghorn: “We never let our 
organization skeleton get such tight 
joints that it loses its flexibility.” 

Crisp organization charts can 
easily be drawn, and that’s a prob- 
lem, says Leghorn. Further, it is 
easy to sacrifice principle to per- 
sonality by shaping organization to 
match the strengths and weaknesses 
of people in various jobs. 

“It is common to assume that the 
man handling a function is the right 
man. But if you disassociate your- 
self completely from personality, 
and structure your organization 
strictly on the basis of function, 
you have a gauge to use in judging 
whether a man can handle a given 
job. This is far different from tail- 
oring jobs to men, and then hoping 
that the jobs mesh and that the 
organization will stand up.” 


Keep testing 
by overloading 


You can test an organization best 
by overloading it, says Leghorn. 
That’s the way equipment and ma- 
terials are tested for points of stress 
and weakness. Why not use the 
same method for an organization 
of people? 

To focus on areas of weakness or 
special strength; Leghorn set goals 
that were recognized in some cases 
to be unreasonable. 

Says he: “As you test by over- 
loading, keep questioning every- 
thing. Don’t accept an established 
precedent as a reason why. Crea- 
tive management calls for unpopu- 
lar decisions or decisions that may 
be contrary to those the company 
has been accustomed to make un- 
der similar conditions.” 

Leghorn points out that many 
companies never discover their full 
strengths because the organization 
is never put to a real test. The best 
test is to overload. Demand the 
impossible—and sometimes you'll 
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get it. At the very least you'll find 
out what the organization can do, 
and what it can't. 


Tally your strengths, 
and your weaknesses 


The payoff of a testing program 
is a realistic accounting of specific 
strengths and specific weaknesses. 

Sometimes, of course, strengths 
and weaknesses are instantly vis- 
ible. For example, when Leghorn 
took over at Photostat, he could tell 
immediately that manufacturing 
was in fine shape. “You hardly had 
to look twice,” he says, “to see that 
it was a sharp operation with solid 
craftsmen as employees. I saw that 
this would be one of our biggest 
strengths.” 

Not so favorable was the picture 
in sales. Within two weeks after 
he came in, Leghorn had uncov- 
ered the fact that two separate sales 
organizations were fighting each 
other, rather than comp!ementing 
each other. This was recognized as 
a major weakness that had to be 
overcome. 


Stamp out 
weakness fast 


According to the Leghorn 
method of management, weakness 
cannot be tolerated for any longer 
than it takes to stamp it out. To 
postpone a decision in this area 
until the road smooths out is a man- 
agement sin of omission. 

With regard to the weakness that 
existed in the Photostat sales organ- 
ization, as described above, Leg- 
horn felt he had three alternatives. 

First, stay with the dual sales 
organization but try to resolve the 
disputes between the two teams. 

Second, decide which sales team 
was stronger and let that one ab- 
sorb the other. 

Third, start fresh, reorganize the 
sales staff, and appoint new branch 
sales managers regardless of where 
they might come from. 

Leghorn recognized the third 
action as the best but he was handi- 
capped by a lack of experience with 
the present sales managers. He 


couldn't take the chance of tapping 
men for key jobs and finding later 
he had made mistakes. 

Rather than postpone action on 
a recognized problem, however, 
Leghorn decided to act, and to 
solve the problem partially at least. 
He reverted to the second alterna- 
tive, which was to have one of the 
sales teams absorb the other. He 
merged the two sales groups, let- 
ting the stronger group dominate. 

Meanwhile, he got to work on a 
complete reorganization of the sales 
department. He held off imple- 
menting this reorganization, how- 
ever, until he had sized up his peo- 
ple, knew who would fit where, and 
who wouldn't fit at all. 

The significant point is that he 
did not delay action even though 
he could not take the best action 
immediately. He used what 
methods he could to stamp out a 
weakness as soon as it was recog- 
nized, then refined later. 

Another example of Leghorn’s 
fast action against weakness exists 
in the action he took regarding em- 
ployee benefits at Photostat. Poli- 
cies in this area were amorphous at 
best. Practices lacked standardiza- 
tion. In the case of sickness and 
disability benefits, for example, 
some people were paid for three 
days, others for two weeks, still 
others for three months. There was 
no rhyme nor reason to the differ- 
ences. Employees, suspecting favor- 
itism, were unhappy about the way 
things had been handled. 

Leghorn and his management 
group dove into this weakness in 
personnel practice as soon as they 
recognized it. The fast action 
helped win employee support for 
the new management. 


Don't overstaff; 
use consultants 


When you are attacking slug- 
gishness in a company, when you 
are testing the organization by 
overloading, when you are shaking 
out weakness and searching for 
strength, when you are reshaping 
the structure to make it stronger— 
the temptation to add staff may be 
almost unbearable. As the stress 

continued on page 90 
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How to answer the 


agonizing question 


Am 





Sleepless nights usually plague the executive who is considering a 


job change, either because of dissatisfaction or the temptation of 


a better offer. If you face the new job decision, experience of 


other executives who have wrestled with it will help. In this 


article you get such experience from an executive placement specialist 


who has worked with hundreds of executives at the crossroads. 


by Arthur Kent 
Executive Manpower Corp., 
New York 
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es ft is a question 
that gnaws at many executives: 
“Am I in the wrong job?” 

The question can afflict almost 
anyone. The dissatisfied executive 
has it on his mind all the time. But 
even the satisfied manager is often 
forced to make the agonizing de- 
cision: “Am I in the wrong job?” 
Commonly a good man finds him- 
self being offered tempting induce- 
ments to make a change 

The reason is clear: there aren't 
enough good managers to go 
around. And studies show the short- 
age is getting worse. Topnotch 
management talent will probably 
never be in abundant supply. 

Some men feel squeamish about 
secretly seeking a new job, or even 
listening to job offers. They con- 
sider it unfaithful to their present 
companies, and they feel guilty. 

But one fact must be reckoned 
with: the executive who has in his 
mind the question, “Am I in the 
wrong job?” is doing himself and 
his company a disservice unless he 
resolves it. If he finds by analysis 
that he is in the wrong job, he ben- 


efits his company as much as him- 
self by making a change. 

How do you go about resolving 
the question, “Am I in the wrong 
job?” Experience shows there are 
some methods that can help take 
some of the sleepless night agony 
out of the problem, and steer you 
to the wisest decision. 


STEP ONE: 
The critical review 


= The first step in this process is a 
critical and highly objective self- 
appraisal. The purpose is to deter- 
mine the underlying reason why 
you are entertaining the possibility 
of a change. The key question to 
ask yourself is this: Do I want a 
new job or am I running away from 
my present one? 

That question will lead to others. 
Are the problems in my present job 
all solved or is it simply that I’m 


getting stale? Is my present job un- |} 


rewarding and uninteresting, or just 
too tough? 

A checklist something like the 
following might help you get right 


in the wrong job? 
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THIS ARTICLE 
HELPS YOU 


At my age, is it wise to consider a change? 
Can | afford the risk of failure in a new position? 


How much would relocation disrupt my family? 


ANALYZE 


Am | satisfied with my present job performance? 


QUESTIONS 
LIKE THESE 


Have | produced enough new ideas? 


Has my ‘batting average”’ on decision making been high enough? 





to the heart of the matter in your 
self-examination: 

1. Am I completely satisfied with 
my performance in my present job? 

2. Has my “batting average” 
been high in decision making, or 
have I made too many mistakes? 

3. Have I been productive of 
original ideas of value to my organ- 
ization, or have I been satisfied to 
work with the ideas of others? 

4.‘ Am I given authority and free- 
dom of action commensurate with 
my responsibilities? 

5. Have my responsibilities and 
authority been clearly spelled out? 





About 
the 
author 





Arthur Kent has interests ranging from 
food to music to management. A bari- 
tone formerly with the Metropolitan 
Opera, he has managed the famous 
Sardi’s East restaurant in New York. 
Now as vice president of Executive 
Manpower Corp., he specializes in 
management recruiting. He developed 
much of his personnel management 
knowledge as a lieutenant colonel in 
the Army, where he created a number 
of personnel control methods and 
helped devise a unique system of per- 
sonnel allocation and accounting. He 
attended Cornell, Utah and Brooklyn 
Law School. 


4. 


If not, what have I done to achieve 
this end? 

6. Do I have good working rela- 
tionships with the people above 
me, those on a par with me, and 
those below me? 

7. Do I look forward to each day 
as an interesting, even exciting ex- 
perience, or as a drudgery to be 
gotten through quickly and as eas- 
ily as possible? 

8. Does my present assignment 
produce an interesting, gratifying, 
and frequent challenge, or is one 
day like another? 

9. Am I bogged down in routine? 
If so, what have I done to systema- 
tize things to free my time for the 
more important part of my job? 

10. How much socializing is part 
of my job and do | like it? 

11. What is my potential for ad- 
vancement? In my present com- 
pany? Elsewhere? 

12. Am I being adequately com- 
pensated for what is expected of 
me—including fringe benefits, in- 
centive plans, bonuses, profit shar- 
ing, and stock options—in relation 
to others in my company, in my in- 
dustry, and in industry in general? 

13. Does my compensation pro- 
vide adequate resources to meet 
present and future personal and 
family responsibilities and emer- 
gencies? 

14. At my present age, is it wise 
for me to consider a change or 
should I “sweat it out” where I 
am? 

15. Can I afford the risk of fail- 
ure in a new position? 


16. If relocation becomes neces- 
sary, will disruption of my family 
situation adversely affect my efh- 
ciency in a new job? 

Answers to these and _ similar 
questions will produce facts to be 
faced. The answers will provide a 
base on which a wise decision can 


be built. 


STEP TWO: 

Setting your sights 

s Suppose you have tentatively de- 
cided to seek a new job. How do 
you go about making a change? 

Some new thoughts in a different 
vein, will now be helpful. Again, 
decisions are involved: 

1. What is my best talent? What 
have I to sell? What is my ultimate 
goal? Where do I want to go? 

2. Should I have a resume writ- 
ten bv a “resume service,” or 
should I write my own? 

3. Should the search be highly 
selective, or widespread? 

4. Should my present company 
know of my desire to make a 
change? 

5. Are my qualifications and ex- 
perience more applicable, and 
would they be more interesting, to 
a large or small company? 

6. Should I give up my present 
job to devote full time to seeking 
another one? 

7. Should my resume be sent to 
as many executive search firms as 
possible? 

8. Should I seek a change within 
the same industry, or search for a 
position in another one? 
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Does my authority match my responsibility? 


Do | have good working relationships with others? 


Do | think of my work as exciting, or just drudgery? 


Am | happy with the amount of socializing called for in my job? 


What advancement can | expect in this company? Elsewhere? 


Am | adequately compensated? 
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9. Should I advertise in newspa- 
pers and trade publications? If so, 
what type of advertisement should 
I employ? 

10. Should I answer blind adver- 
tisements personally? 

11. How much personal investi- 
gation is desirable when consider- 
ing an executive position with a po- 
tential employer? Is it wise to let 
the employer know that some 
checking has been done? 

12. At what point should com- 
pensation be discussed? 

13. Should I consider a business 
of my own? 

Let’s now look at these 13 points 
in the light of other executives’ ex- 
perience 


1. What is my best talent? What 
have I to sell? What is my ultimate 
goal? Where do I want to go? 


# Critical objectivity and complete 
honesty in self-study is again para- 
mount. Educational, environmental 
and experience backgrounds should 
be thoroughly reviewed and ap- 
praised, 

A decision can and should be 
reached which will permit the in- 
dividual to say, quite honestly and 
dispassionately, that he functions 
best in an administrative, market- 
ing, production, technical, or other 
general area. 

Deeper consideration will lead to 
specialized fields within general 
areas, i.e., advertising, market re- 
search, sales promotion, sales, or 
product planning as within the 
marketing zone of cognizance. 
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Thought must now be given to 
the ultimate goal in relation to one’s 
immediate and potential capacity. 
If the goal is that of general man- 
agement of a company (and size of 
the organization is also important), 
what is the best road to follow to 
reach that goal? 

Decision as to one’s best talent 
also leads to consideration of the 
type of company where the execu- 
tive may find most fruitful applica- 
tion for it. For example, a techni- 
cally oriented executive may not 
find much future for his talents in 
an organization which is primarily 
marketing oriented, or vice versa. 

Having decided the “best talent” 
and the ultimate goal, we have 
now isolated the product for sale. 


2. Should I have a resume written 
by a “resume service,” or should I 
write my own? 
= The next step in the executive's 
plan is a logical continuation of the 
thinking already done on the ques- 
tions of best talent and ultimate 
goal. A factual, simple, chronologi- 
cal list should be made, starting 
with one’s educational background 
and continuing through various em- 
plovers as well as itemizing changes 
within particular employments. 
Take the trouble to be sure of 
dates. In each position held in the 
past, strive to note the full name— 
correctly spelled—of the superior to 
whom one reported. Care should 
also be exercised to have correct 
and detailed addresses. 

A common error in resume writ- 


ing—and one made by so-called 
professional resume services as well 
as individuals—is to be verbose; to 
use the advertising agency “presen- 
tation” approach; or to strive for a 
striking or original format which 
it is hoped will be eye catching 
and arouse interest. The basic rule 
should be to state the facts in 
chronological order, with a concise, 
incisive statement of one’s duties 
and responsibilities in each position 
held. General and _ self-laudatory 
language like: “Had supervision 
over all marketing functions and 
was personally responsible for 300% 
increase in volume,” should be 
avoided. 

Show the total number of em- 
ployees in the company, how many 
people were supervised directly 
and indirectly, exactly what you 
did, and to whom you reported. 
Wherever possible indicate specific 
product lines involved in a job—a 
potential employer in the field of 
packaged consumer goods is not 
apt to be interested in a man whose 
experience has been in a service 
business. 

Show the company volume of 
business done in each case. This 
can be an approximate figure but 
is useful, in conjunction with the 
number of emvloyees, in evaluating 
the extent and type of experience. 
An executive who has been a con- 
troller in a small or medium size 
company is hardly likely to be de- 
sired as vice president of finance 
of a billion dollar corporation. 

If the foregoing is carefully done, 
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1950. 1953. 


1946 ~ i959. 


Author Arthur Kent gives this as an example of a well written, well designed executive resume. 
Note that it is complete and emphasizes results obtained, but does not make extravagant claims. 


it should be possible for the execu- 
tive to write his own resume. If it 
is still his decision to have it done 
for him, the detailed work outlined 
above must still be done and pre- 
sented to the resume specialist who 
will put it into a format he feels 
appropriate—and charge a fee com- 
mensurate with his reputation. 


3. Should the search be _ highly 
selective, or widespread? 
# The old story about the three B’s 
of good public speaking (be accu- 
rate, be brief, be seated) could well 
be modified for our purpose to be 
accurate, be brief, be selective. 
The executive who elects to fol- 
low the “shot gun” approach in 
seeking a new job makes a grievous 
error. The more effective method is 
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that usually employed in a carefully 
and intelligently planned sales cam- 
paign. The carefully considered, se- 
lective approach is much more 
likely to yield effective results than 
that which indiscriminately broad- 
casts the fact that a change is being 
sought. 

The item to be sold—the execu- 
tive—represents a very particular, 
specialized, unique product. There 
is only one of its specific kind avail- 
able in the market. Broadcasting 
the fact of availability has the 
tendency to cheapen the product 
and negates its individualistic value 
in the eyes of a potential buyer. 

In addition, and even when the 
current employer is aware of the 
effort being made to accomplish a 
change, spreading the news far and 
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wide soon results in questionable | 
comment about the executive and 
his current company which might 
result in premature termination of 
his present employment. 


4, Should 
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know of desire to 
change? 
# Here the exccutive contemplat- | 
ing a move must be guided by his } 
knowledge of company policy, the | 
idiosyncrasies of his superiors and 
his own good judgement. 

Certain organizations are prone 
to release an employee the moment 
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ment of any man known to be shop- 
ping around. There are organiza- 
tions whose point of view is radi- 
cally different. One of the largest 
corporations in the U. S. will help 
the employee who decides to make 
a change on the theory that, even 
though employed elsewhere, a 
good man who has been aided in 
relocating becomes an_ ardent 
booster for its products. Discretion, 
generally, dictates a negative an- 
swer to this question. 


5. Are my qualifications and ex- 
perience more applicable and 
would they be more interesting to 
a large or small company? 


s This question must be considered 
from two points of view: first in re- 
lation to ultimate goal and second 
in relation to the best market for 
the product to be sold. 

Having gone through the proc- 
esses suggested under the first three 
items above, the executive should 
now have a clear idea of his own 
capabilities. He can consider them 
in the light of his ultimate goal, 
and determine the best market for 
his product—himself. 

The size of a company is impor- 
tant in the light of the probability 
of employment by it, and in recog- 
nizing the atmosphere in which one 
functions at his best. 

Large organizations generally 
operate within a framework of rules 
and regulations often too rigid for 
the man who is at his best in more 
fluid surroundings. The very na- 
ture of “bigness” creates the neces- 
sity for rules, controls, and an im- 
personal atmosphere. Some men 
cannot work effectively and hap- 
pily under these circumstances. 

Probability of employment by a 
large company of an_ executive 
whose experience had been entirely 
in small organizations is not very 
high. In the reverse situation, the 
probability is higher but again 
there is no assurance of success. 
Small companies frequently feel 
that a potential employee whose 
past experience has been with large 
companies will be unable to adjust 
to the lack of rules and controls, 
the perhaps narrower scope of op- 
erations, the tighter control on the 
expenditure of funds. 
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The optimum situation is one 
where a definite growth pattern is 
perceptible in the individual's past 
experience which clearly shows his 
capacity for handling a wider and 
greater scope of responsibility and 
authority. 


6. Should I give up my present job 
to devote full time to seeking an- 
other one? 


= Generally no. Even though sepa- 
ration is without recrimination or 
acrimony, a potential employer is 
invariably suspicious, feels there is 
some hidden factor in the situation, 
and is apt to believe he can offer 
less compensation to an unem- 
ployed individual on the theory 
that he needs a job. 

Some organizations pursue a pol- 
icy which permits the executive 
considerable latitude in this matter. 
The man seeking to change is al- 
lowed freedom and time in which 
to look around—within limits estab- 
lished by the company. 

The unemployed executive cre- 
ates the psychological block in the 
mind of a potential employer best 
expressed in the unspoken ques- 
tion, “Why is he out of a job if he 
is a good man?” 


7. Should my resume be sent to as 


many executive search firms as pos- 
sible? 


= On the same premise already dis- 
cussed—that of selectivity—the an- 
swer can only be no. Certain ex- 
ecutive search organizations are 
specialists in particular fields which 
may be far from anything of inter- 
est to the individual. Again, be se- 
lective, take the time and trouble 
to determine those firms which are 
the best equipped to do the right 
kind of placement job; which have 
pride in their reputation; and 
which have a successful record of 
placing people in positions where 
they have remained happily and 
productively. 

Send the resume to carefully se- 
lected organizations of this type 
with a brief note asking for an ap- 
pointment. Even though they may 
have no immediate assignment 
which would coincide with the in- 
formation set forth in a well pre- 
pared resume, the mere fact of its 
being well prepared will usually 


result in an invitation to come in 
for an interview. This meeting 
should be as frank and complete 
as time and circumstances permit. 


8. Should I seek a change within 
the same industry, or search for a 
position in another one? 


# The primary determinant here is 
the matter of time—time in terms of 
the person’s age and the number of 
years spent within an industry. 

Whether we like it or not, most 
employers look for experience in 
their own industry when consider- 
ing a potential employee. It might 
be argued that a good vice presi- 
dent of marketing should be able to 
plan and supervise the marketing 
function of a company regardless 
of its product. But the fact remains 
that a manufacturer of trucks wants 
a man with experience in the au- 
tomotive (and preferably truck) 
field rather than one whose back- 
ground has been in marketing radio 
and TV sets. 

It is true, however, that most in- 
dustries impinge upon or are corol- 
lary to others. Here, for the man 
who wants such change, is the op- 
portunity for it. 

A list should be made of compa- 
nies in the primary field, then a list 
of related organizations and of 
corollary firms. Again exercising our 
principle of selectivity, some organi- 
zations should be eliminated as not 
being in point. Then a few compa- 
nies should be selected and a care- 
fully planned approach  deter- 
mined. 

The executive’s age—despite laws 
which seek to avoid its disclosure— 
is always an important matter. It is 
certainly of importance to the man 
himself as it might well deter him 
from the decision to make a change 
in the first place or prevent his be- 
ing accepted for a specific position. 

Employers are naturally con- 
cerned about the long-term poten- 
tial of a prospective employee and 
are normally reluctant to accept a 
man whose productive years are 
more in the past than in the future. 

Salaries at executive levels also 
become a consideration since the 
question arises concerning the dol- 
lar return that can be expected 
from an individual’s efforts versus 

continued on page 92 
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A meeting 


Why transport people to meetings when all you need are 
their minds and voices? A phone conference saves time 
and money, and gives added impact. Uses range from 
quick decision making to a nationwide hookup. Phone 
meetings are practical whenever budgets are tight, time 


short and decisions urgent. Here are the facts. 
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ques Consider how 
much time, money and manpower 
you could save if some of the meet- 
ings youll hold this year were held 
by phone instead of in person. 

And consider how much extra 
impact the phone meeting might 
provide. Some companies ‘report, 
for example, that a sales meeting 
held by phone produces more sales 
motivation than bringing fieldmen 
to headquarters—at significant sav- 
ings in time and money. 

Within minutes, all concerned 
can probe problems, clarify ques- 
tions, make on-the-spot decisions. 
Low cost management tool 

Phone conferences can _ often 
accomplish as much or more as a 
meeting around a _ table—in less 
time at less cost. 
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And the low cost of a long dis- 
tance conference may surprise you. 
For instance, if you're headquar- 
tered in New York City, you can 
talk—and listen—in a multi-way 
hookup to staff members in Boston, 
Washington and Miami fer three 
minutes, for a total charge of $6.50. 

Individual person-to-person calls 
to these points add up to $11.25. 
And, of course, you can talk to only 
one location at a time. Such sepa- 
rate calls consume more of the 
originator’s time and are likely to 
entail further callbacks. So, confer- 
ence calls save time for distant per- 
sonnel and for the boss at home. 

In all but some short distance 
service, conference rates are usually 
considerably less than person-to- 
person tolls (as shown in the cost 
comparison chart at right). 

Further, if you tally the travel 
time and cost avoided when you 
hold a meeting by phone, the sav- 
ings become impressive. 

For example, the meeting of 
many minds via long distance 
proved to be a surprisingly low cost 
communications tool for a southern 
manufacturer. Now almost all of its 
sales meetings are held by phone. 
Each such conference, the firm esti- 
mates, saves more than $2,000 in 
travel expenses. 

An Indianapolis executive’s ex- 
perience: “In one year, we saved 
about 80% of the amount we 
budgeted previously for committee 
meeting expense. One 30-minute 
conference call involving six per- 
sons costs less than the expense of 
one man’s trip to Indianapolis.” 


Daily management aid 


Some firms supplement periodi- 
cal in-person conferences with fre- 
quent long distance meetings. 
Others depend almost entirely on 
phone get-togethers. 

For instance, one appliance man- 
ufacturer says, “I couldn't get along 
without daily telephone confer- 
ences to coordinate our widely scat- 
tered offices. It’s just like meeting 
around the table, but faster and 
less expensive. It helps us produce 
at the lowest possible cost and ship 
from the nearest plant. And it 
makes for better teamwork.” 

Then take the case of a sales 
manager of a large west coast book 
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Coast-to-coast phone session gets Slant/Fin Corp's ball rolling. 


Total phone conference costs vs. person-to-person costs 


City where 


Complete Length 


telephone intercommunication of 


call 
originates 


Chicago 


Los Angeles 


Seattle 


San Francisco 


New York 


all these points 


| 
| 
| 
| 


with telephone 


call 


New York City 
Cleveland 
Washington 
New Orleans 


Three minutes 
Each add'l minute 


Chicago 

New York City Three minutes 
Detroit Each add'l minute 
Boston 


Boston 
Chicago 
Miami 
Houston 


Three minutes 
Each add'l minute 


Portland, Ore. 
Reno 
St. Louis 


Three minutes 
Each add'l minute 


London 
Paris 
Honolulu 


Three minutes 
Each add'l minute 


Total 
cost to 
call all 

these 

cities 
person- 
to- 
person 


$21.00 
$ 7.00 


This comparative chart shows that multi-way conference hookups usually 
cost less than calls made individually to all the same cities. 














This executive can confer with 10 
branch staffs without lifting the re- 
ceiver of his Speakerphone. 


company. “I’ve just let almost 
$1,000 slip down the drain,” he 
said, when he belatedly found out 
about the feasibility of telephone 
meetings. “This morning I had four 
of my salesmen here for a meeting. 
It cost the company hundreds of 
dollars in needless travel expense.” 


Two types of hookups 

The phone company offers two 
distinct types of conference service. 
One is a simple one-way link to two 
or as many as 25 locations. This 
allows an executive to talk simul- 
taneously to many branches. Those 
called, however, cannot contribute 
to the discussion. An example of 
this one-way hookup was the 75th 
anniversary celebration of an insur- 


ance company. For the occasion, 
the president addressed, via a series 
of hookups, groups in 175 cities. 
The other type conference serv- 
ice is the round robin call. This 
multi-way link allows an all-hands 
participating conversation. In other 
words, a sales manager in St. Louis 
can talk with, and be answered by, 
men in Kalamazoo, Keokuk and 
Brooklyn. Each participant hears 
all that is said in each city and can 
add his comments which will be 
heard at all locations. This multi- 
way linkup is limited to 10 loca- 
tions but a roomful of people can 
talk and listen at each location. 


Just dial operator 

In case you haven't tried one, a 
telephone meeting is simple to ar- 
range—at home or in the office. Just 
ask for the conference operator and 
give her the details of your call. 

You can call meetings on the spur 
of the moment since you don’t have 
to make a reservation with the 
phone company for most confer- 
ence calls. However, many execu- 
tives alert participants by telegram 
of a coming phone conference. Also 
for large involved hookups, or 
where special equipment needs to 
be installed, the phone company 
prefers ample advance notice. 


Auxiliary conveniences 


Modern developments help make 
long distance meetings a comfort- 
able, convenient, compelling means 


of talking with various associates. 

One device that’s especially use- 
ful for a telephone meeting is the 
Speakerphone. This hands-free unit 
has a tiny microphone at the base 
of the phone and a small adjacent 
loudspeaker to bring in the distant 
voices. Thus, a number of people in 
the same office can participate in 
the same phone conversation with- 
out touching the receiver. 

Another innovation that expe- 
dites phone conferences is the Call 
Director, a multi-button phone de- 
signed for business use. Conference 
calls can be arranged at the touch 
of a button on this special instru- 
ment. Loudspeakers or amplifiers 
can be installed to carry the confer- 
ence proceedings to large audi- 
toriums or adjoining rooms. 


Uses are varied 


Slant/Fin Radiator Corp., Rich- 
mond Hill, N.Y., built up tremen- 
dous and immediate enthusiasm for 
its Builder Program on a nation- 
wide basis with a phone hookup. 
Sixty-five builders who participated 
were kept “in the dark” until the 
long distance conference was ready. 
President Mel Dubin reports this 
unique promotion made individual 
builders really excited about the 
Slant/Fin heating system. 

To cite another case, the head of 
a large advertising agency was 
faced with a delicate problem in 
employee relations. He was_ ill 
when the time came for his tradi- 


CONSIDER THESE USES FOR ROUND ROBIN PHONE MEETINGS 


Sales promotion has been the objective of many phone conferences. But many other resultful uses have been 
tested by large and small companies. Here are a few jobs you can accomplish effectively and economically 


via long distance hookups: 


Announce new plans, policies, procedures 


Launch new products 


Celebrate an anniversary countrywide 


Have ‘‘name”’ speakers on national hookup 


Release price changes, premium offers 
Herald contests, special promotions 
Coordinate sales, production, shipping 
Conduct sales meetings at any level 
Capitalize on current happenings 
Resolve business emergencies 

Call a press conference 

Hold intensive training sessions 


Secure immediacy of concerted action 
Personalize executive talks to farflung personnel 
Capture enthusiasm, instill urgency for programs 
Impart curiosity and surprise for event 

Confer with directors, consultants 

Call stockholders’ meetings in several cities 
Rally extra effort for cost reduction drives 

Stage national order closing marathon 
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tional pre-Christmas trip to branch 
offices in the United States and 
Canada to tell employees about 
their bonuses. He solved his prob- 
lem with a conference call, supple- 
mented by a tape recording he 
made from his home. With the talk 
on tape, a series of conference calls 
was set up at the firm’s headquar- 
ters. The talk came as a surprise be- 
cause branch employees, were un- 
aware that loudspeakers had been 
installed in their offices. And be- 
cause of the recording quality 
they thought the president was 
actually on the phone. Thus, he 
said his versonal Merry Christmas 
without leaving his sickbed. 


Long distance press meeting 


Johnson & Johnson staged a 
seven-state press conference en- 
tirely by phone. It gained immedi- 
acy and urgency for attention to its 
public service safety program. The 
unique round robin, long line con- 
ference took place one Wednesday 
afternoon last fall. Its purpose was 
to stimulate editorial interest in 
“Emergencies Don’t Wait Week.” 

Dr. Thomas M. Thompson, J & J 
associate medical director, sat at a 
desk in New York. With Public Re- 
lations Counsel Gerald Mandel act- 
ing as moderator, editors in seven 
states interviewed Dr. Thompson 
for stories of interest for their spe- 
cific publications. 


Time saver 

A consensus of executives that 
use telephone conference service is 
that it is a practica!, cost cutting, 
profit making technique. 

With this quick conference 
method, immediate answers and 
decisions can be made. It permits 
more frequent meetings that would 
otherwise be too costly or time con- 
suming. The long distance confer- 
ence helps keev close, coordinated 
control over distant branches and 
on-the-road personne!. A telephone 
meeting can help maintain the per- 
sonal relationship between visits. 

Meetings by phone can free key 
executives and salesmen from ex- 
cess travel to attend conferences. 

When you plan your next meet- 
ing, investigate the time and cost 
saving advantages and imwact of a 
convenient conference call. = 
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A dozen overlooked 


ways to save 


shipping costs 


Here are concrete, money saving tips that can take some 


of the bite out of your transportation bills. Check your 


shipping practices against these proved cost cutters. 


me Look closely at 
your transportation procedures. 
Chances are youre neglecting size- 
able potential savings by not 
employing several shortcuts, alter- 
natives, privileges and carrier capa- 
bilities. 

Often the application of just one 
time and money saving idea can 
lead to substantial economies. This 
has been the experience of large 
and small companies alike. 


I Avoid 


fancy 

misnomers 
& 

aw Audit 

your 

freight 

bills 


Here are 12 hints for more effici- 
ent shipping. They are adapted 
from a_ practical transportation 
guide, “35 Ways to Reduce Your 
Shipping Costs,” written by Ray- 
nard F. Bohman, Jr., partner, Boh- 
man Industrial Traffic Consultants, 
Inc.* 





* The 14-page, pocket-size guide is sold for 
$1 by Institute of Business Research, Inc., 
49 W. 57 St., New York 19. 


Some manufacturers describe a 
commodity from a sales viewpoint 
only. This “dressed up” description 
can throw its identity and classifica- 
tion into a higher transport bracket. 
Before making a final decision on a 
product name, check first to see how 
the description will affect shipping 
charges. And be sure you use the 
carrier’s terminology, not your own, 
on bills of lading. This will lessen 
the likelihood of being charged 
more than the lowest rate applic- 
able. 


Despite care taken by the carrier, 
undetected over-assessments some- 
times happen. In fact, experience 
shows that firms which audit their 
transportation invoices frequently 
save substantial sums. It’s up to you 
to discover all overcharges and file 
a claim for refund. turn page 
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5 4 Use 


stop-off 
privilege 


A Minimize 


product 
bulk 


> Reduce 
package 
weight 


fy 
Use 
carrier 


prescribed 
packing 


4 Separate 


differently 
rated 
items 


ab Stagger 


pickups 
throughout 
day 


En route stop-offs, usually as 
many as three, for partial unloading 
are allowed by many motor carriers. 
For each, except the last unloading, 
only a nominal stop-off charge is 
made. By combining shipments for 
a few customers who are interme- 
diate to your final destination, you 
can usually come out well ahead on 
total transportation savings. 


There is a special low rate for 
shipping many items in a knocked 
down or unassembled state. To clas- 
sify for this economy rate, your 
product knocked down or tele- 
scoped must occupy 33% less space 
than its normal setup cubage. 
Sometimes a small change in de- 
sign will qualify an item to travel at 
the lower knocked down rate. 


Many new lightweight materials 
equal or exceed the protective 
qualities found in traditional pack- 
ing materials. Investigation of new 
developments may turn up some- 
thing that can substantially reduce 
the weight of your packages. A 
gross weight reduction often slashes 
shipping costs. 


In some cases, you can save up to 
50% in less-than-truckload charges if 
you use packaging prescribed by 
the carrier. Further, some articles 
take lower rates when packed in 
boxes or crates, rather than shipped 
loose or in bundles. Check your car- 
rier for other economies for type of 
packaging. 


Usually when articles with differ- 
ent classes or rates are shipped in 
the same package, the highest rate 
prevails for all articles. So, where 
possible, pack differently rated 
items in separate packages. 


By spreading or scheduling ship- 
ments throughout the workday and 
workweek, you can eliminate costly 
idle periods of personnel. Chances 


gy Consolidate 


| y Assign 


responsibility 


are, with efficient pickup planning, 
you will be able to reduce the size 
of your present shipping quarters 
and the number of shipping em- 
ployees. 


Many firms process several indi- 
vidual orders the same day, or the 
same week. Often many of these 
small packages weigh less than the 
minimum weight rate. By consoli- 
dating small orders, you avoid this 
excess assessment. 


You can speed up expensive load- 
ing and unloading time by utilizing 
efficient materials handling devices 
and equipment. This speedup usu- 
ally requires fewer workers. And 
these mechanized helpers usually 
reduce damage to merchandise. Are 
you using the best methods and ma- 
chines now? 


Naturally, wherever possible, you 
economize by shipping full truck- 
load or carload lots. But are you 
loading on enough volume to avoid 
paying the minimum charge for 
weight not shipped? For example, 
your shipment weighs only 26,000 
pounds and the carrier minimum is 
30,000 pounds. That means you're 
paying for 15% more transportation 
service than you get. Or, put an- 
other way, you could ship as much 
as 4,000 pounds “free” in the case 
quoted. 


Probably the most effective 
means of cutting shipping costs is 
continuous application of transpor- 
tation cost control techniques. If 
you spend $100,000 or more on in- 
bound and outbound transporta- 
tion, a full-time traffic manager is 
likely to be warranted. If your vol- 
ume is less, assign traffic respon- 
sibility to one individual as a part- 
time job. Or retain a reliable traffic 
consulting firm. Continuing atten- 
tion to these 12 checkpoints can 
help you trim much of the waste 
from your shipping dollar. = 
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by The Reading Laboratory, Inc. 


of a five-part series 


Fiow to double or triple 


your reading speed 


By applying 10 proved methods, you can double or triple your reading speed 


and comprehension. These 10 methods, detailed in the first four “lessons” of 


this series, are now reviewed in this final summary. Apply these reading 


methods and you can add minutes and hours to your day. 
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es Al) it takes to read 
faster and better is willingness to 
break old habits. 

One reason you probably don’t 
read as well as you should is that 
your reading training stopped at 
about the fifth grade. You were 
never trained to read more than a 
word at a time. 

At first you may find it difficult 
to change deeply entrenched read- 
ing habits. The techniques of good 
reading require regular practice 
before they can become part of 
your regular reading pattern. 

In learning to play the piano, you 
are first painfully aware of your 


finger placement on the keys. But 
this soon becomes automatic and 
you are free to concentrate on the 
feeling of the music you play. 

The same is true with rapid read- 
ing. At first you will be conscious 
of the techniques, but gradually 
this awareness diminishes, and you 
are able to read rapidly and still 
concentrate on the meaning of 
what you read. 

Here is a review of the 10 meth- 
ods of good reading skill that have 
been presented in the first four 
articles in this series. As you re- 
view these methods, check yourself 
to see that you are giving them 
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Use these methods to lighten your reading load. 


all the attention and practice they 
deserve. 


1. Phrase reading 


s The most valuable of all tech- 
niques to increase reading speed is 
phrase reading. 

Let your eye stop only three or 
four times on a line, taking in mean- 
ingful thought units at a single fixa- 
tion. At first you must think about 
it. Become aware of phrase reading 
and when you catch yourself read- 
ing word by word, revert quickly to 
your new technique. 

Don't let fear of not compre- 
hending slow you down. Push your- 
self to maximum speeds at all times. 


2. Space reading 

# Look slightly above the sentence 
rather than directly on the words. 
This will help your eyes take in 
whole phrases rather than single 
words. 


3. Indenting 

a Start reading one-eighth of an 
inch in on each line and stop one- 
eighth of an inch from the end of 
each line. You'll find your eye is 
automatically pulled to the white 
margin, but this causes wasted 
movement and energy. 


4. Columnar reading 

s Let your eyes move down a col- 
umn of newsprint with only one 
fixation per line. 

At first, it will help you to follow 
a pencil line drawn down the center 
of the column. You can practice this 
technique on the way to work, dur- 
ing coffee break, or at any con- 
venient moment. 

This exercise will also help you 
to increase your eye span and there- 
by increase your speed in phrase 
reading. 


5. Self pacing 


= Set your reading speed according 
to the difficulty of the material and 
your present knowledge of the sub- 
ject matter. 

_ Determine your purpose in read- 
ing the selection and you will grad- 
ually train your mind to grasp the 
essentials in far less time. 
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6. Pre-reading 


=» In order to get a preliminary, 
overall picture of any nonfiction 
article or book, use the following 
steps: 

1. Look first at the title, author 
and date. 

2. Read rapidly the first two or 
three paragraphs. 

3. Read only the first sentence 
(or topic sentence) of the following 
paragraphs. 

4. Read the final two or three 
paragraphs thoroughly to get the 
summary. 

In this way you have double 
insurance of retention and can 
quickly determine if the article 
warrants thorough reading or may 
be merely skipped or skimmed. 


7. Skipping and skimming 

# Through pre-reading you will be 
able to determine what parts of the 
article may be skipped entirely and 
what parts must be skimmed for de- 
tails and facts. Get the most out of 
skimming by formulating explicit 
questions and reflecting on them a 
few moments before skimming so 
that the answers will seem to pop 
out at you in the text. 


8. Questioning and anticipating 


# Ask yourself questions about the 
material as you read it; anticipate 
what the author is going to say. 
Pre-reading will help you to de- 
termine what questions you want 
to ask. Always read with a purpose. 
These techniques are a great aid to 
concentration and retention. 


9. Summarizing 


« Summarize each paragraph as 
you read it; then summarize the 
article as a whole. At first you may 
want to do this on paper, until you 
can make it a mental habit. 

This will help you to understand 
as well as retain the main ideas of 
the article. 


10. Critical reading 


s Evaluate what the author is pre- 
senting by comparing his ideas and 
opinions with other articles you 
have read on the same subject. Use 


your own background for intelli- 
gent and critical judgement. 

In this way, you will broaden 
your grasp of the subject, and you 
will find your concentration on the 
material is stronger. 

In the first article in this series, 
you were invited to read another 
article in MANAGEMENT METHODs in 
order to determine your reading 
speed. Now, to see how much you 
have improved, turn to page 58 
and read the article, “How to set 
up a college recruiting program 
that works,” which contains ap- 
proximately 1050 words. 

Note the time you need to com- 
plete the article. Use a clock or 
watch with a second hand and note 
starting and finishing time. Divide 
the number of seconds it took into 
1050 (number of words), and multi- 
ply by 60. This will give you your 
present reading speed. 

Compare the reading speed with 
your initial score. If you have 
learned and used the suggestions in 
this series of articles, you should 
have improved your reading speed 
and comprehension considerably. 

Remember that you are trying to 
replace heading habits firmly estab- 
lished since childhood. 

You can apply these new tech- 
niques and practice them while 
doing your regular work. In this 
way your reading skills will con- 
tinue to improve as you convert 
these techniques into habits. 

Your reading load will become 
lighter and easier to handle, and 
the benefits of this high gear read- 
ing will be measured in both greater 
efficiency and greater personal sat- 
isfaction. = 





A 64-page_ do-it-yourself 
book, which tells you the how, 
what and why of reading im- 
provement with self gauge to 
determine your reading rate, 
is available for $2 from De- 
velopmental. Research Institute 
{an affiliate of The Reading 
Laboratory, Inc.), Order De- 
partment, 500 Fifth Ave., New 
York 36. 











MANAGEMENT METHODS 








ur 


th 
ve 
in 
Id 
od 


b- 


h- 
ile 
ris 
mn- 
art 


ne 
nd 
id- 
er 
at- 





2DS 


PL EINES 








1S Aa SRR 


Re RAE 





WHY PEOPLE DON'T UNDERSTAND YOU—— 


How many times have subordinates completely misinterpreted your instructions? 


Chances are it's happened more times than youd care to admit. It’s an easy prob- 


lem to overcome. These six guides will help you shorten, sharpen and focus your 


messages—and give you ways to make sure people understand what you have said. 


by John D. Arnold 
Polaroid Corp. 


MARCH 1961 


If you tell a man 
something that you want him to 
understand, the odds are nine to 
one he won't fully understand you. 

But talk to him with considera- 
tion for what he wants to hear and 
he will understand you. 

For example, which of these 
hypothetical managers would you 
say is more likely to get results? 

The one who says, “George, I’ve 
got a project here that has to be 
wrapped up by Friday. See what 
you can find for me in relation to 
actual sales and forecasted sales 
during the last eight months.” 

Or the one who says, “George, 
we've got to make a decision on the 
Royal project by Friday. Here’s a 
chance for you to learn about some 
of the factors that enter into such a 
decision and at the same time, pro- 
vide vital information. Will you get 
a comparison of actual sales and 
forecasted sales for the last eight 
months? Give me a buzz if you run 
into any problems. Otherwise, let's 
get together Thursday morning. 


It’s obvious that manager number 
two is going to get better results. 
Experience shows that one key 
to effective communication is to ap- 
peal to the listener's interests . 
his abilities his ambitions 
his self-confidence. 


You've probably puzzled over 
this question at the end of a con- 
ference: How can I be sure Ive 
communicated effectively before 
this person leaves my office? 

The common _ techniques of 
checking—such as asking the per- 
son if he has any questions (he usu- 
ally doesn’t) or to repeat what you 
have said (guaranteed to injure 
feelings)—indicate little about how 
well the listener understands. 

Too often, the only way to check 
whether you've “gotten across” is 
to wait for results. This is undesir- 
able, since unsatisfactory action (as 
the result of faulty communication) 
can prove embarrassing, costly, 
even harmful. Correcting the mis- 
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understanding is time consuming 


and difficult. 


The solution, of course, is to 
make yourself completely under- 
stood right at the start. 

Your relationship with others 
(how you feel towards them and 
how they feel towards you) under- 
lies and helps determine how well 
you communicate. Used according 
to the particular relationship, these 
six simple guides can_ greatly 
sharpen your ability to “get across.” 
They ll seem obvious when you 
read them but if you are frank 
with yourself, you'll probably ad- 
mit you seldom follow them all. 
a Think before you talk. 

# Consider what the listener wants 
to hear. 

s “Test run” important messages. 

s Use focus words. 

= Make communications two way. 
= Create a followup. 

Now, examine these six guides in 
the light of improving your “under- 
standability.” 

GUIDE NUMBER ONE: 

THINK BEFORE YOU TALK 

= Some managers are so intent on 
“getting the job done” that they 
press a buzzer for someone before 
they think. They’re talking before 
they evaluate the situation. Not 





About 
the 
author 


John D. Arnold is administrator of 
individual training and development 
for the Polaroid Corp. He identifies 
training and development problems, 
then creates training packages to re- 
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A graduate of Harvard, he has 
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a small slipper firm, been a manufac- 
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roid managers, engineers and _ staff 
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ing and communications consultant 
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having crystallized what they really 
want to say, they often confuse the 
listener. 

There’s also the danger of deliver- 

ing a snap judgment which may 
later prove unsound. 
For example, the sales minded 
president of a tannery noticed that 
shipments of skins were not meet- 
ing sales quotas. Excitedly, he 
called his assistant, who became 
convinced that his boss wanted 
skins shipped as quickly as pos- 
sible. 

Several operations were curtailed 
so that skins could be processed 
more rapidly. Shipments met quotas 
for a few weeks—until customers 
began complaining that the leather 
was cracking and peeling. Result of 
this hasty communication: a high 
percentage of skins returned, and 
several major customers cancelled 
future orders. 

Experience shows you'll be a bet- 
ter communicator if you ask your- 
self these four short questions 
before you hit the panic button or 
dictate a memo. 

1. Why do I want to say any- 
thing? 

Is a change about to take place? 
Has a conflict arisen? Must a job 
be done right away? Is a problem 
developing? These questions will 
help you consider the available 
facts, and the judgment of the man 
selected to receive the message— 
factors that determine what you say 
and how you say it. 

2. What do I wish to make 
known, and what do I want to say 
about it? 

Pinpoint the nature of the sub- 
ject or problem at hand. It will help 
you zero in on a solution. The 
sharper the focus of what you say, 
the greater your chances are of 
expressing yourself clearly. 

3. What objective do I hope to 
accomplish? 

Do you want to report on a situa- 
tion, obtain information, change an 
attitude, or initiate action? Nailing 
down your objective will help you 
decide what viewpoint to adopt, 
what points to emphasize and how 
to order your remarks. 

If there is more than one objec- 
tive, identify your most important 
goal and adapt your approach to 
accomplish it. 


Nol yest 
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THINK BEFORE YOU TALK 


At this point, many managers 
would start talking. For reasons 
they do not understand—especially 
if they have asked themselves the 
above questions—their presentation 
fails. Proper information is not ob- 
tained, situations deteriorate, atti- 
tudes remain the same or stiffen, 
desired action does not result. 

The reason: the manager has not 
considered the listener. He has not 
asked himself: 


4. What do I know about the 
person with whom I am about to 
converse, and what is the nature of 
our relationship? 

Consider these factors: 
=» Does the listener feel equal to 
or inferior to you? 


# Does he feel that you are inter- 
ested in him and his ideas—or does 
he feel you are getting in his way? 
« Does he feel he can discuss ob- 
jectively with you his questions, 
reservations or disagreements? Or 
does he feel threatened by you so 
that he agrees despite what he may 
think? 

s What about his familiarity with 
the subject: informed, uninformed, 
or misinformed? 


a What is his attitude? Is he favor- 
ably disposed, hostile or indifferent 
to the subject? 

An honest appraisal of these areas 
will help you structure your con- 
versation so that you can lay a 
foundation of confidence, apprecia- 
tion and productivity. 
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CONSIDER THE LISTENER 


GUIDE NUMBER TWO: 


WHAT LISTENERS WANT 
TO HEAR 


® Anyone listens and comprehends 
best when he hears what he wants 
to hear. 

That's why it is important to com- 
municate in a way that takes ac- 
count of the listener’s feelings and 
aspirations. 

However, some managers lack 
the sensitivity or know-how to pro- 
vide proper motivation. When dis- 
cussing a project, their underlying 
attitude often signifies to the per- 
son that he’d better go ahead and 
do it—or else! 

To show your interest in a man as 
an individual, rather than “just an- 
other guy,” try to learn what makes 
him “tick”: his interests, goals, 
fears, etc. Many managers look for 
a motivating element—something 
that is of intrinsic value and will 
also make the message meaningful 
for the listener. Here are some ex- 
amples: 

“This will be a real accomplish- 
ment for you, because - 

“This indicates our confidence in 
your ability to : 

“Your project should cut our costs 


“Our whole group will benefit 
from your work in , 

“This is an opportunity to 
broaden your knowledge of . 7 

“Your contribution will probably 
be just what we need to 

Finding things that will motivate 
listeners is not always as easy as it 
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TEST RUN YOUR TALK 


looks. Sometimes it takes a good 
deal of insight. 

For example, the manager of a 
large paper box division was con- 
fronted with the problem of what 
to do with a production control 
manager. The man had many years 
of seniority, but-he couldn't keep 
pace with improvements in his field. 
The man did have the reputation 
of being extremely good with peo- 
ple and had won the confidence and 
respect of his large staff. 

The division manager discussed 
management of people with him, 
suggesting that he be relieved of 
much of his routine production 
control responsibilities so that he 
could enlarge his scope as a man- 
ager of people. 

The production control manager 
welcomed the move, where he 
proved to be of far greater value to 
the company as well as finding the 
work infinitely more satisfying. 

Discovering what the listener 
wants to hear and how he feels is 
difficult. Still, it is a necessary goal 
for the manager who wants to com- 
municate effectively. 

GUIDE NUMBER THREE: 
“TEST RUN” 

IMPORTANT MESSAGES 

® Certain situations can pose 
strong blocks to your efforts to “get 
through” to others. 

An obvious one might occur 
when you are in doubt about how 
to express a proposal, assignment or 
correction. 

Another block may result if your 





MAKE IT TWO WAY 


emotions are aroused by an issue. 

A third may come when you, 
being an expert on a given subject, 
have trouble seeing the subject 
from a listener’s viewpoint. 

At such times, it is a good idea to 
“test run” your message on a trusted 
associate or secretary qualified to 
role-play the intended listener. By 
telling you what your words sound 
like, this person can help you shape 
and funnel your thoughts into more 
concise and lucid terms. 

Thus, when you've finished your 

conversation in the real situation, 
your listener is less apt to wonder, 
“What's all the fuss about?” or, 
“What's he driving at?” 
For example, a unique case oc- 
curred when the personnel man- 
ager of a medium sized firm wanted 
to propose several policy changes to 
top management. The personnel 
manager had uncovered morale 
problems that had resulted in two 
top scientists leaving the firm. 

Before offering his proposals, he 
tried out his talk on a project man- 
ager whose opinion he valued. This 
man felt that the proposals were 
valid, but that the manner in which 
they were presented might put 
management on the defensive. The 
personnel manager altered his pres- 
entation accordingly, and the pro- 
posals were approved. 

GUIDE NUMBER FOUR: 
USE FOCUS WORDS 
# If you use focus or “pointer” 


words and phrases at key points in 
continued on page 87 
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Fiow to set up a 





college recruiting program 


that works! 


Don't junk the idea of college recruiting just because some firms have 
found it expensive or unrewarding. These five case histories show 
where recruiting commonly breaks down. And these four yardsticks will 


help you set up a strong recruiting program to net the men you need. 






by Dr. Siegfried M. Bernd, 
Vice President 

James N. Farr Associates, Inc. 
New York 
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Ms Some companies 
give up on college recruiting too 
soon—a few before they even start. 

There’s no question that college 
recruiting is expensive. There are 
endless cases of dissatisfied compa- 
nies that haven't gotten the ex- 
pected return from their invest- 
ment. 

On the other hand, many compa- 
nies are highly satisfied with their 
recruiting programs. 

The difference between a satis- 
fied and dissatisfied firm lies in how 
college recruiting is handled. 

How should recruiting be han- 
dled? Check your ideas against 
these yardsticks and cases—whether 
you now have a recruiting program 
or are considering one: 


Are the right men members 
of your recruiting team? 


Often the recruiters themselves 
cause a recruiting program to back- 
fire. Here’s why: 

Some college recruiters have mis- 
taken ideas about what college 
seniors want. What these recruiters 
think are prime attractions often 
aren't, according to studies our firm 
has made in the field. 

For instance, many assume high 
salary and retirement benefits are 
strong attractions. In our complex 
society, these are no longer enough. 

Consider this case. 

A chemical company found one 
of its good chemists was interested 
in personnel. He had been an ad- 
visor to the recruiting team for sev- 
eral years. The company shifted 
him to personnel director. 

This shift has been rewarding for 
him as well as for the company. He 
has developed considerable interest 
in learning the personnel aspects 
of his new job. This, combined with 
a ready understanding of what the 
technical man wants, has made him 
a highly effective recruiter. 

Experience shows the most eftec- 
tive recruiting programs combine 
the efforts of an operating execu- 
tive with those of a personnel man. 
The scientist or executive who 
screens recruits can often recognize 
the restless, creative mind. Because 
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he knows what appeals to his own 
personality, he has a good idea of 
what will appeal to the recruit. 


Do your recruiters 
reflect your company? 


The average college senior looks 
for certain things in a prospective 
employer. These can range from 
fringe benefits and working condi- 
tions to the intellectual caliber of 
the men in the company. 

Frequently, the college senior 
can't phrase in words what he 
wants. His impressions of the com- 
pany will be formed largely by 
what he thinks about the recruiter. 
That's why the personalities of the 
recruiters are important. These 
men convey a great deal of infor- 
mation through what they are, as 
well as through what they say. 

Here's an example. 

A staid manufacturing firm in 
New England had a problem. A 
number of top executives were 
soon retiring. The firm embarked 
on a crash recruiting program. 

A college recruiter with an excel- 
lent reputation was hired. His suc- 
cess in a driving competitive indus- 
try was largely due to his own 
dynamic, energetic temperament. 
The college seniors he attracted, 
and hired, were similar personali- 
ties. 

Soon afterwards, these new men 
found the staid environment unsat- 
isfying and restrictive. The com- 
pany lost several of them, because 
they had been attracted by the re- 
cruiter’s image rather than the com- 
pany'’s image. 

It may be difficult to match the 
recruiters’ personalities with the 
company personality. It requires 
that the corporate personality be 
thought out and defined. Since re- 
cruiters are representatives of the 
firm, in the college seniors eyes 
they are the firm. The characteris- 
tics they reflect, or project, cannot 
be left to chance. 

Failure to present a reasonably 
realistic company personality will 
fail to attract men who “fit” the 
company. It may attract men who 
don't. 





Is your followup 
training program effective? 


Recruiting programs are neces- 
sarily tied to training and develop- 
ment programs. 

Youll lose the value of a sys- 
tematic recruiting program if re- 
cruits are thrown into the mill 
without any planned effort to de- 
velop their potential and provide 
opportunities for growth. 

Here's a case in point. 

A food company developed 
an excellent recruiting program as 
a source for executive material. 
There were ample opportunities 
created by retirement and turnover 
at top levels. However, many prom- 
ising young executives left the com- 
pany before these positions became 
available. Here’s why. 

The training program consisted 
of a “planned” rotation through de- 
partments and assignments in sev- 
eral plants. The planning applied 
only to the time schedule, however. 
After a certain time in one spot, 
trainees were turned over to other 
middle line executives who had no 
real interest in their ideas or de- 
velopment. These executives had 
not been told how to deal with the 
intruding trainee. 

The trainees had no outlet for 
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discussing their impressions of the 
company or for presenting ideas. 

Fortunately, top management re- 
evaluated its program and initiated 
more formal training programs that | 
tied in with the highly effective re- | 
cruitment program. 

It isn’t enough that opportunities | 
are available in a company. With | 
high potential recruits, it is neces- 
sary to train them for—and expose 
them to—the opportunities. | 


What are the real needs 
of your company? 


Your recruiters may be hiring the 
wrong men. It often happens. 

Recruiters tend to compete for 
the top students available. They 
forget to look for the quality of 
men for whom the company has 
appropriate openings. 

Here are two examples. 

A small, family-owned mill re- 
cruited several high potential col- 
lege seniors for future department 


head and vice presidential posts. | 
Active control of the company re- | 


mained in the hands of the family. 
The recruits, after assignments to 
middle management positions, saw 
they had little chance of rising 
to top positions in competition with 
young men of the family. Dissatis- 
faction was inevitable. 

The company would have saved 
trouble if it had recruited compe- 
tent, but less driving men—the kind 
appropriate to its real needs. 

A nationwide research firm re- 
cruited engineers and_ physicists 


with the lure of basic research that | 


would give brilliant scientists free- 
dom to follow their own ideas. 

However, most of the company’s 
research needs came in more practi- 
‘al, problem-oriented development 
and research areas. There was little 
room for basic, original research. 
The men who came in were soon 
disappointed and dissatisfied. 

The point is, don’t always try for 
the best men. Determine your 
needs, then make sure the program 
is designed to capture the right man. 

Companies that overestimate the 
quality they need usually get the 
wrong people. It’s a costly misun- 
derstanding. 

Honest attention to four areas— 
recruiters, the personality they 
project, training for recruits, real 
personnel needs—can tighten up a 


| sagging recruitment program. # 
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Big Paperwork 
Savings are 


oftentimes a 
lot of LITTLE 
SAVINGS! 


When you use Bruning Copyflex copying 
machines, savings add up fast. The low 
cost of Copyflex copies—only 1¢ each for 
materials for letter size—can multiply 
material savings to thousands of dollars 
annually over other processes. The wide 
range of Copyflex applications can pile up 
tremendous savings in clerical work, com- 
ing from every department in your com- 
pany. With Copyflex you reproduce from 
one original form all the documents and 
copies necessary to complete a business 
operation—order-invoice, purchasing- 
receiving, production control, accounting, 
etc. No rewriting or retyping of informa- 
tion, ever. You speed operations by days, 
vastly improve inter-company commu-~ 4.000 Se ee ee 
nications. And to add to these savings of 
time, work and money, Bruning gives you 
the final economy of a single source for 
everything you need in copying machines, 
materials and services. 





Charles Bruning Company, Inc., Dept. 3-G 
1800 Central Road, Mt. Prospect, Illinois 
Offices in principal U. S. cities 

in Canada: 103 Church St., Toronto 1, Ont. 


Please send me information on Copyfiex for business systems 
and general copying. 

















(BR UNIN G ) ois a 
Copytlex, | = ——— 
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"NCR PAPER saves its entire cost yearly 
through savings of time and effort.”’ 
—THE EQUITABLE TRUST COMPANY, BALTIMORE, MD. 


to carry the forms because they know the forms will not 
smudge or smear. The increased use of these deposit 
‘forms has enabled us to provide faster and more effi- 
cient service for our depositors. 

“We estimate that the many advantages of NCR 
Paper save us its entire cost every year through time saved 
and increased record-keeping efficiency.” 


CAN Weel hunt 


Vite President, The Equitable Trust Company 


“NCR Paper (No Carbon Required) enables us to pro- 
vide our customers with deposit forms that are much 
cleaner and easier to use. We no longer have any com- 
plaints of smudged or smeared forms, which was often 
the case when we provided forms with carbons. 
“Moreover, we get better cooperation from our 
customers in the use of pre-numbered deposit forms 
printed on NCR Paper. Customers seem more willing 





NCR PAPER: 
ELIMINATES 
CARBON. PAPER: 


vos coo . 4 ae 


ASK YOUR LOCAL PRINTER OR FORMS SUPPLIER ABOUT NCR PAPER 


Another Product of 


THE NATIONAL CASH REGISTER COMPANY, Dayton 9, Ohio 


1039 OFFICES IN 121 COUNTRIES * 77 YEARS OF HELPING BUSINESS SAVE MONEY 
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by Dr. Robert N. McMurry 


I'm surrounded by a 
group of slow workers. I have asked 
them to get their reports and other 
data in to me faster, but it doesn't 
work. Their work is very good— 
when it comes in. But I’m spending 
about half my time trying to get 
their work done quickly. How can 
I get them to speed up on their 
own? 


The first thing youll have 
to do is to make up your mind what 
you want. Do you really care 
enough about getting the work in 
faster to make a real stink about it? 
Would you be willing to fire the 
slowest worker to prove your point? 
If so, go to it. The others should 
be well shaken out of their dol- 
drums. 

Or do you really value the qual- 
ity of each person’s work so much 


Got a personnel 


Send it for treatment (your 
anonymity preserved, of 
course) fo: 


Manager asks expert, 
c/o Management Methods, 
22 W. Putnam Ave., 
Greenwich, Conn. 
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AMERICA’S NEWEST CONCEPT IN RENT-A-CAR SERVICE 
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Watching expenses? Then Budget- 
Rent-A-Car is for you. Every 
BUDGET car is clean, shiny, new 
and fully equipped. Choose from 
Falcons, Corvairs, at $5.00 a day 
—5¢ a mile. Enjoy a Chevrolet 
Impala or a Ford Galaxie fully 
equipped — automatic transmis- 
sion, power steering and radio, 
heater, $7.00 a day—5¢ a mile. 
You are insured against bodily 
injury and property damage lia- 
bility by All-State Insurance Co. 


HOUR DAY 
NEW AUTOMOBILES! 


aR 





RENT-A-CAR 


* 407% 


5S 
‘=F. 


ve 


No finer equipment in the rent- 
a-car field. The savings can mean 
more business calls, more miles 
of low BuDGET cost driving pleas- 
ure. You'll know a Bupcet REnt- 
A-Car office by the fleet of shiny, 
new immaculately clean cars 
ready to serve you. MAJOR CREDIT 
CARDS HONORED!* You buy only the 
gas you need. Mileage rates with 
gas: 7¢ compacts; 8¢ Chev-Ford. 
72,421 Happy BUDGET 
RENT-A-CAR users NOW. 


BUDGET RENT-A-CAR orricts IN: 


CHICAGO, Phone CE 6-8975 TWX CG1-4260 
LOS ANGELES, Phone OR 8-1259 TWX INGL 4316 
Airport Pickup and Delivery 


SAN DIEGO, Phone CY 7-3851 TWX SD 6531 
Airport Pickup and Delivery 


PHOENIX, Phone Al 3-2134 TWX PX-589 
Airport Pickup and Delivery 

HOUSTON, Phone JA 9-3651 TWX HO651 
Airport Pickup ond Delivery 


WASHINGTON, D. C., Phone FE 8-5185 TWX 444 
Airport Pickup and Delivery 


If you live in New York you can reserve a BUDGET CAR in all BUDGET cities 
EXCEPT New York at this phone number... NEW YORK, Phone YU 6-1830 








rr} ANNOUNCING 
. ANOTHER 
* BUDGET 
RENT-A-CAR 
CITY... 





WELCOME 





AND WA. “BILL” SECHRIST 
cf 


BUDGET RENT-A-CAR is locally owned 
and operated. 
Valuable Franchises Available. 


’ wouston Ip 






é ANNOUNCING 
> ANOTHER | 
BUDGET 
RENT-A-CAR 
crry... 







WELCOME 
Washington, D.C. 


AND SOt GROSSMAN 


WRITE: Jules W. Lederer, Pres. 
Rent-A-Car Services Corporation 


















208 S. La Salle Street, Chicago 4, Illinois 


Budget Rent-A-Car is the Exclusive Trademark of Rent-A-Car Services Corporation 
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ONT GET TRAPPED 

















BAIT: Many areas talk only about their 
" state taxes applicable to industry. 


TRAP: But what about local taxes? 


AVOID THIS TRAP! In selecting a plant location, get the total 
tax story. We’ll gladly furnish complete information on both state 
and local taxes applicable to industry in WESTern PENNsylvania. 


Send coupon to 


WEST PENN 
POWER 


an operating unit of ALLEGHENY POWER SYSTEM 


WESTern 


PEN Neylvania 


WEST PENN POWER 
Area Development Department 


Phone: TEmple 7-3000 
Greensburg, Pa. 


(area code 412) 


Yes, I'd like details about WESTern PENNsylvania’s favorable tax 
climate—state and local—for industry. 





Name -t che oe a Title _ 

Company = n<_ 
a pi Sete _ Telephone eee Tee 
City AS ee Se ee 
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that you can't imagine getting along 
without him? If that’s the case, you 
are fighting a losing battle. Your 
employees will sense that, while 
you may blow hard about the prob- 
lem, youre really not going to do 
anything about it. Save your breath 
in that case and use your extra time 
to carry some of the workload your- 
self. 

Any executive who is spending 
half his time jacking up his people 
can't be doing a full-size job on his 
own—so either you dont have a 
full-size job to do, or else you're not 
filling those shoes under your desk. 
Regardless of which description hits 
the nail on the head, you can cer- 
tainly make a greater contribution 
to the company by rolling up your 
own sleeves and getting to work. 
Example is better than precept. 
And how much of the slowness is 
due to your interference? Half your 
time spent yakking to the men must 
mean a good part of their time is 
wasted in listening to you. 


HOW CAN YOU HANDLE OFFICE 
SHIFTS DIPLOMATICALLY? 


Question: Personnel additions have 
forced us to rearrange our office 
layout. We've got a design that I 
think will work, but it creates two 
touchy problems. 

Right now, our ad manager has 
a corner office with two windows. 
In the new arrangement, he will 
have to occupy an office in the 
middle of the building with only 
one window. Because of the pres- 
tige connoted by the “one window, 
two window’ business, I don’t think 
he’s going to like this shift very 
much. 

The second problem is one of our 
technical engineers. Now he’s in a 
fairly private area, with few dis- 
tractions and little noise. However, 
his new location will be in a large 
room divided only by 4% foot 
partitions. It will be noisier and 
there will be more people around. 
He won't like the shift either. How 
can I break the news to both these 
men, and not risk the danger of 
offending them or hurting their 
morale? 


Answer: “One window, two win- 
dow” is only part of the whole 
status symbol business. Look 
around your office and you'll spot 
many other interesting differences 


MANAGEMENT METHODS 
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—carpet vs. rug; big desk vs. smaller 
desk; new or antique desk vs. in- 
determinately aged desk; separate 
secretary s Office vs. secretary out- 
side the door; two telephones vs. 
one; nearer vs. farther from the 
president's office; and so on ad in- 
finitum. Perhaps it will be possible 
to give your advertising manager 
(and stop calling him your “ad man- 
ager !) enough of these other sym- 
bols of improved status to offset the 
loss of the corner office—particu- 
larly if no one of equal or lower 
status gets it in his stead. If all else 
seems doomed to failure try a new 
title—especially vice president, if at 
all possible. 

Your technical engineer poses 
more of a problem. Perhaps you 
can handle it on the basis of “need- 
ing him more in the main stream of 
things where he can keep a better 
eye and ear out for what some of 
the junior men are doing,” but I | 
think a raise will definitely be 
needed to reassure him and you 
may also need a new word like 
“senior” or “chief” in his title. 

Many people pooh-pooh all these 
status considerations as a bunch of 
childish nonsense. 
seem so, but they are often vitally 
important to the executives con- 





They sometimes | 


cerned. Congratulations on having | 


the awareness to consider your ex- 
ecutives before re-arranging 
office layout. 

With a little ingenuity you can 
accomplish what you want without 
unintentionally throwing anyone 
into a panic. But by the same token, 
you can deliberately manipulate 
status symbols to ease someone out 
or undercut his position. | 
leave it to you to judge what your 
true motives in this present situa- 
tion are. s 





About 
the 
author 





Dr. Robert N. McMurry is a manage- 
ment consultant and psychologist with 
25 years of experience in solving busi- 
ness problems concerning people. His 
new book, McMurry’s Management 
Clinic (Simon and Schuster, 1960, 
$4.95), contains solutions to scores of 
common “people problems.” 
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TT DOES ANYTHING ANY OTHER 
COPIER CAN DO AND MORE: IT 
SAVES YOU MORE MONEY & TIME 


Y) HOW ROYFAX SAVES YOU MONEY: 


you get up to $100.00 on your old copier when you 
get a new Royal McBee Royfax'" That’s not all. The Royfax, 
with new Royfax Photocopy Paper, saves you money as you 
use it by making solution last twice as long. That’s a fact. 
Result: expenses slashed ... and a copy job so crisp and 
clear you almost have to wonder whether it’s the original. 


ao HOW ROYFAX SAVES YOU TIME: 


Royfax is the fastest of all photo copiers designed 
to copy everything—print, pencil, ink, ballpoint pen, colors, 
illustrations, even shirt-cuff and napkin notes. Your local 
Royal McBee representative is waiting to give you a demon- 
stration. It’ll only take twenty minutes. Call him soon. 








Ce Sr A SS Ge a ee RR Re RD A CE ED ees SO AR GR et Ee Ue ee ce 
361F 


Royfax, Royal McBee Corporation, Port Chester, New York 


Please send me your free booklet: “‘How to stretch your office dollar.”’ 











NAME TITLE 
COMPANY 

ADDRESS 

CITY ZONE STATE 
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Why bother 
with 
employee 


feeding ? 


Employee cafeterias are profit builders. Nine out of 10 
cases show that in-building food facilities boost 
efficiency and morale and cut down on absenteeism. 
From simple vending machines to elaborate company 
restaurants, this article tells you what is available and 


how much it costs. 


by C. W. Robbins 
Executive Vice President 
Straus-Duparquet, Inc., New York 
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eee You can increase 
profits and cut costs with an em- 
ployee dining room. 

If that sounds farfetched to you, 
consider these actual reports from 
firms that have employee eating 
areas. 


“Absenteeism dropped .. .” 
“Worker efficiency . . . went up.” 
“Job hopping halved .. .” 


“ 


. morale shot up.” 
“Recruiting ... is easier.” 


Here’s another advantage of on- 
premises feeding facilities. Since 
employees don't leave the building, 
some firms have been able to cut 
the lunch hour—and shorten the 
working day. Aside from its obvious 
appeal, a shorter working day 
means employees miss rush hour 
crowds. 

Some companies are forced to 
set up feeding operations. There 
may be no adequate facilities 
nearby. The plant may work odd 
hours when restaurants are closed. 
Neighborhood restaurants may not 
be able to handle all the em- 
ployees. Or prices may be too steep 
for employee pocketbooks. 

Whatever your reasons, if you 
want to organize employee feeding 





About 
the 
author 





C. W. Robbins is executive vice pres- 
ident of Straus-Duparquet, Inc., New 
York. The firm is one of the coun- 
trys oldest designers, manufacturers 
and_ installers of institutional food 
service facilities. 

An engineering graduate of the Uni- 
versity of Michigan, Robbins joined 
Straus-Duparquet in 1947, and became 
executive vice president in 1958, He 
has personally engineered many of 
the country’s best known in-plant, 
office buildings and institutional feed- 
ing facilities. 
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facilities, here are several areas 
well worth your consideration. 


What sort of operation? 

The first question to ask is: 
“What kind of food operation do 
we want?” 

All kinds and sizes are available. 

Vending machines might be per- 
fect—perhaps the kind that dispense 
hot soup, sandwiches, beverages, 
candy bars and cookies. 

On the other hand, you may want 
something as elaborate as the exec- 
utive dining room and employee 
cafeteria at Guaranty Trust Co. of 
New York. These operations are 
comparable to any commercial 
cafeteria in the city. 

Four things determine what kind 
of employee feeding setup will 
work best: number of employees, 
available space, purpose, and 
money. 

Number of employees. A survey 
of employees, present and _ pro- 
jected, can show you how many 
bring their lunches, how many go 
home and how many eat in nearby 
lunch rooms. An obvious question 
to ask is: “Would you change your 
present eating habits if an on- 
premise dining room were avail- 
able?” 

Available space. How much 
space have you available for a food 
operation? Cafeterias offering hot 
entrees naturally occupy more 
space than vending machines. 

Also, cafeterias need room for 
cleanup jobs as well as ample space 
for food preparation. Vending ma- 
chines are self-contained. They re- 
quire no more cleanup area than 
wastebaskets for wrappers and dis- 
posable containers. 

Consider this: a cafeteria big 
enough to serve and seat 500 peo- 
ple simultaneously requires about 
7,500 square feet—5,000 for the 
cafeteria and 2,500 for the food 
preparation and cleanup areas. Of 
course, a smaller operation would 
work if the company staggered its 
lunch hours. 

Purpose. What do you want in 
your feeding operation? 

If there are no commercial eating 
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This efficient kitchen turns out food for 400 employees every noon at 
Schering Corp., Bloomfield, N. J. Says a spokesman: “The cafeteria helps 
us attract and hold employees. Moreover, we use the cafeteria for semi- 
nars, employee social groups and our annual stockholders meeting.” 



























The roomy cafeteria line at National Biscuit Co.'s New York offices elimi- 
nates overcrowding. ‘‘Our cafeteria is a real asset. Since we supply 
restaurants with packaged cookies and crackers, our cafeteria is useful in 
researching and testing our own products,’ says a company spokesman. 
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“National 
Defense 
must not wait 


so we use Delta Air Freight”’ 





Convair, Ft. Worth ,Texas, uses Delta Air 
Freight to help meet production deadlines 
and testing schedules for the B-58, Ameri- 
ca’s first supersonic bomber. 


“Every minute test planes are grounded, 
our national defense program is affected,” 
says Sam Keith, Traffic Manager. “Delta 
Air Freight plays a vital part in the B-58 
production and testing program, by re- 
ducing the transit time for high-priority 
material between our Ft. Worth plant 
and distant test sites.” 


Profit from Delta’s 
BIG PLUS 








Delta operates all-cargo flights and in 
addition carries freight on every pas- 
senger flight, including Jets. All-Cargo 
flights serve Atlanta « Chicago « Char- 
lotte « Dallas « Houston « Memphis 
Miami « New York « New Orleans 
Orlando « Philadelphia. 


DOOR-TO-DOOR 








GENERAL OFFICES: ATLANTA AIRPORT, ATLANTA, GA. 
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This trim, neat cafeteria at Combustion Engineering, Inc., Windsor, Conn. 
offers a full variety of entrees and desserts. It is almost a necessity for 
the company, since commercial eating facilities in the area are practically 
non-existent. Company employees eat well—and conveniently. 





Some 1,600 meals a month come out of this efficient cafeteria at the 
Public Service Electric and Gas Co.'s Mercer Generating Station near 
Trenton, N.J. Although the cafeteria normally serves just one meal a day, 
five days a week, it stays open when the day crew works overtime. It is 
also open occasionally on Saturdays for employees who have to work. 


places around, you'll probably want 
to offer a more elaborate menu than 
you would if your employees had 
access to good outside restaurants. 

Crowded conditions are a factor, 
too. The National Biscuit Co., New 
York, is within walking distance of 


many of the world’s finest restau- 
rants. But prices are far beyond 
employee pocketbooks. The “one 
arms,” “stand-ups” and medium 
priced restaurants in the area are 
crowded to capacity. That’s why 
Nabisco installed its own cafeteria 
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in its mid-Manhattan office build- 
ing, despite many nearby eateries. 


Money. Probably the biggest de- 
terminant is the amount of money 
you're prepared to invest in a food 
service. So, the next question is: 
“What do food operations cost?” 


Cost 

It’s somewhat of a vicious circle. 
Cost is determined by the type of 
setup you want. 

Here are the four kinds of food 
services, plus their relative costs. 

Vending machines. This is the 
simplest service. It can be installed 
at no cost. A concessionaire services 
and operates the machines. Man- 
agement has no responsibility for 
the operation. All the company pro- 
vides is space for the machines, and 
tables and chairs for employees. 
Cost: about $30 per employee for 
chairs, tables, utensils, glasses, etc. 

However, vending machines offer 
little variety of menu. Usually, they 
are classed as hardly more than a 
“snack” operation. 

Caterers. Another inexpensive 
way to set up a food service facility 
is to contract with a caterer. These 
firms, such as General Bronze, 
Mineola, N. Y., and Fein’s Tin Can, 
Brooklyn, N. Y., prepare food out- 
side the plant and bring it to the 
company in insulated containers. 
Cost is similar to the first method: 
about $30 per employee. 

One drawback to this system is 
that management has little or no 
control over the quality of food, 
service or prices. Experience shows 
that beefs from disgruntled em- 
ployees are inevitably directed at 
the company, not the caterer. 


Leased kitchens. A third alterna- 
tive is to install a kitchen but to 
lease it to a caterer. In most of 
these cases, management maintains 
control of the operation. (At pres- 
ent, about 75% of all company cafe- 
terias are managed by such restau- 
rant specialists, and the number is 
increasing.) 

Company operation. You may 
choose to install and manage your 
own kitchen operation. Austin- 
Nichols, Queens, N. Y., a medium 
sized firm with 250 employees, has 
Operated its kitchen and cafeteria 
successfully for three years. Big 
companies manage their own oper- 


ations, too. National Biscuit Co., 
New York, Prudential Insurance 
MARCH 1961 

















NEW JERSEY 
OFFERS 
MARKET 
DENSITY 
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New Jersey has the highest density of population in the 
nation. It is the “‘bridge’’ between New York and Philadelphia. 
Industries locating in New Jersey are in the distribution center 
of the eastern seaboard, with 1/3 of the nation’s population within 
overnight shipping distance. 


Paradoxically, although New Jersey is in the center of the 
world’s largest and richest market, 65% of the state’s acreage is 
in forest or farm. You can be in the center of trading activity and 
still enjoy quiet living with unparalled recreational, cultural and 
educational opportunities. 


If you are “‘in the market” to explore the 
most advantageous location for your busi- 
ness get all the facts about New Jersey. 
Write in confidence for your free copy of 
our new book, ‘“‘New Jersey, Land of Amaz- 
ing Industrial Advantages’’. Write to Box 
A, Public Service Electric and Gas Company, 
84 Park Place, Newark 1, New Jersey. 


PUBLIC SERVICE 


ELECTRIC AND GAS COMPANY 
Serving New ‘Jersey 3 Where Industry Succeeds 
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Co., Newark, and J. P. Lorillard, 
Jersey City, are examples. 

One watchword: a trained and 
experienced manager should be in 
charge of the cafeteria. If the re- 
sponsibility is given to an execu- 
tive with other duties and he 
knows nothing about cafeteria man- 
agement, his job and the cafeteria 
are likely to suffer. The company 
can lose money on the operation. 
The food may be so poor that em- 
ployee morale is jolted, rather than 
lifted. 

What does a kitchen cost? A 
stainless steel kitchen serving from 
100 to 200 people runs about 
$20,000 at a minimum. This does 
not include cafeteria equipment— 
trays, chairs, tables, supplies and 
decoration—which average about 
$25 per employee for a 100-to-200 
person facility. 

Average cost of the china, glass, 
silver and utensils runs about $5 
per employee per year. 

Experts recommend _ stainless 
steel kitchens for their easv mainte- 
nance, high sanitary standards and 
durability. Although the initial cost 


is higher than Formica or galvan- 
ized iron, stainless steel will last 
twice as long. How long? Conserva- 
tive estimates say it will last at least 
20 years without major repairs or 
maintenance. 


Where to get help 


If you decide to install kitchen 
facilities, consult an experienced 
kitchen designer-engineer. He can 
save you time, money and _ head- 
aches. Here are some _ national 
organizations that can furnish names 
of qualified kitchen designer-engi- 
neers: Food Facilities Engineering 
Society, 11259 West Olympic Blvd., 
Los Angeles 64; International So- 
ciety of Food Service Consultants, 
c/o Dr. Donald Lundberg, Secre- 
tary, Department of Hotel and Res- 
taurant Management, Florida State 
University, Tallahassee; and Na- 
tional Association of Food Equip- 
ment Manufacturers, c/o Gilbert J. 
Meredith, 714 Pine St., Roselle 
Park, N. J. 

Even architects who design to- 
day’s office buildings rely on these 
consultants completely in designing 











cafeteria facilities for the new 
buildings. 

There are two kinds of kitchen 
consultants. 

One is a designer-engineer affil- 
iated with one of the major institu- 
tional equipment manufacturing 
and supply firms. Such firms usu- 
ally charge a consulting fee for 
plans, specifications and followup. 
This fee is refunded when the firm 
receives the installation contract. 

The second type of designer 
charges a flat fee for his plans and 
specifications. He does not handle 
installations. 

Some companies start food serv- 
ices to employees in a small way, 
usually with vending machines and 
tables and chairs. Many, such as 
Leisure Lads, Inc., Salisbury, N. C., 
have found on-premises feeding so 
popular that they have expanded 
to a full scale operation. 

Employees, like armies, live on 
their stomachs. Case after case 
proves that a well run employee 
food service earns its keep in in- 
creased productivity and better em- 
ployee relations. s 


























new HOWE “500”. 


design features: 
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Office space can be costly. Multi-purpose rooms 
help keep costs down. Such rooms can now be fur- 
nished with a folding table that combines contem- 
porary, slim leg styling with “solid as a rock” 
rigidity—the new HOWE “500”. Consider these 


1. Unique construction eliminates visible leg braces. 


2. A 3” deep, flat black, baked enamel “apron” runs 
~J ~~ the table’s full length and across the ends. 


ould you believe it? This table folds! 


Introducing the first folding table to combine slim 
leg styling with dependable structural rigidity —the 
4. Legs are finished in a choice of satin chrome or 

flat black, baked enamel. 


Good looking, the new HOWE “500” is also struc- 
turally sound. Legs are 14” square, welded steel 
tubing. Each leg has its own lock; all locks operate 
from a single levér at the table’s center. Magnets 
secure legs in the folded position.. 


3. Handsome Formica top and edge create an air of 
quiet elegance. 








HOWE FOLDING FURNITURE, INC. 

1 Park Ave., New York 16, N.Y. 

FREE! Write for catalog, describing the new 
#500” and other HOWE CustomLine Folding Tables. 
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Calculagraph 500 Series automatically 
computes actual labor time — eliminates 
error-ridden manual methods. 


Your data collection system can be 
greatly simplified and attain greater 
accuracy with the new 500 Series Cal- 
culagraph because this completely new 
computing time recorder, based on the 
time-tested Calculagraph principle, com- 
putes as well as prints the actual time 
worked on any given production job. 
There are no complicated levers or but- 
tons to set. The 500 Series makes the 
decisions. Production workers merely 
insert job cards at the “start” and 
“finish” of the job. The 500 Series does 
the rest. The actual time worked, with 


INDUSTRIAL DIVISION 


nonworking periods automatically de- 
ducted, is printed on the job card and 
ready for processing. 

The 500 Series dovetails easily with 
any internal data processing system or 
outside service center. In smaller sys- 
tems where the volume does not justify 
the use of machine accounting, this new 
computing time recorder can be a sys- 
tem in itself. 

Investigate this new 500 Series now. 
Write or call for more details and, if 
possible, send us samples of your job 
cards for analysis. 


CPALCULAGRAPH Compony 


277 Ridgedale Avenue, Hanover, New Jersey 


(Circle number 169 for more information) 
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Take a dash of compactness, lace with new 
improvements, mix in a jigger of economy 
and, as a crowning touch add the photocopy 
liquid you never see! Presto! 


Photorapta 
ELECTRAMATIC 


PHOTOCOPY MACHINE 


Here is the machine that gives you... 
Chemical cartridge loading « No mixing, no 
pouring * You never see the liquid ¢ Triple 
life to photocopy developer « Plug-in 
convenience ¢ The finest photographic 
prints ever ¢« Uniform copies every time 


LOADS LIKE A GUN! 

All you do is place the sealed developer 
cartridge in the PHOTORAPID ELECTRAMATIC, 
turn it on, and start photocopying. Turn it 
off and the developer automatically 

flows back into the cartridge. No mess, 

no fuss, no chemicals left out to slosh 

es around and lose potency. 


VERSATILE BEYOND COMPARISON 

The PHOTORAPID ELECTRAMATIC 

skips nothing—copies everything... 
. permanently! 


the 
dryest 

liquid 
since 

the dry | 


martini | 
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Better ways 


to runa 
business 





Here's a way to 


USE THREE DIMENSIONAL 
CALLING CARDS 

A die-cut building on a folded 
business card calls attention to the 
recent move of Selling Aids, Inc. 

When the card is opened, a fac- 
simile of the new headquarters pops 
up. The building rises from the 
street—represented by a wide diag- 
onal line printed across the card. 
The new address is prominently 
marked. 

President Roy Desjardins says 
the three dimensional card caused 
much comment and established the 
new location in the minds of cus- 
tomers and prospects. 

The same pop-up idea could be 
used to get attention and graphic 
remembrance for a product. 


Here's a way to 


TIE IN SAFETY 
WITH THE SEASON 

Many firms latch on to the 
weather for seasonal safety themes. 
For instance, whatever the weather, 
Ansco Division, General Aniline & 
Film Corp. uses its vagaries to re- 
mind employees to take extra care. 

A huge weather board forecasts 
weather a full five days ahead—as 
predicted by the local weather sta- 
tion at the Binghamton, N.Y. air- 
port. 

Safety posters along side it urge 
careful driving during rainy, icy or 
foggy periods. Accident prevention 
reminders keep in tune with the 
forecasts and activities of the spe- 
cific season. 

Right now, Ansco is reminding 
workers to wear rubbers during 
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Child’s play 


Any person who knows basic arithmetic—even a school child —can 
quickly master the operation of the Friden calculator. The reason? 
Unlike other machines, the Friden has a separate multiplier keyboard. 
One number goes on the main keyboard, the other on the multiplier 
keyboard. A control key is touched, the answer appears. 


Because this exclusive system duplicates the natural method of solving 
arithmetic problems, operators learn the machine more quickly, oper- 
ate it more rapidly, make fewer errors. 


The multiplier keyboard is just one unique feature of the Friden. 
Actually, it performs more figurework steps without operator deci- 
sions than any other calculator. (The Friden is aptly called, “The 
Thinking Machine of American Business.”) Your local Friden Man 
will gladly demonstrate. Or write: Friden, Inc., San Leandro, Calif. 


THIS IS PRACTIMATION: automation so hand-in-hand with 
practicality there can be no other word for it. 


© 196: Friven, inc. 


we Jee 


e. Friden 


SALES. SERVICE AND INSTRUCTION 
THROUGHOUT THE VU. Ss. AND WORLD 


(i 
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A good secretary 


deserves a f OS 1/4 chair 





@ /t costs surprisingly little to make her valuable work a as illustrated with 
pleasure with this Cosco chair. She'll appreciate the a 
generous proportions . . . the luxurious upholstery . . . S VAN 5 95 
the handsome styling. Completely adjustable for pos- 

ture perfect seating, too! Seat of dual-contour molded ($49.95 in Zone 2) 


foam rubber. Backrest foam-cushioned, upholstered 
front and back. 


- oy: Model 25-S with all-Naugahyde up- 
Ask your Cosco dealer for a free 10-day trial in your holstery, $42.95 ($46.95 in Tene 2). 


office. A Cosco chair’s a fine way to say “‘job well done.” 






Find your COSCO Office Furniture dealer in yellow pages of phone book, 
or attach coupon to your letterhead. 


—? 





($63.95 in Zone 2) 


Model 27-LA 

Beste aia chien pemaaaias Pua te ee ee ee Conference 
HAMILTON COSCO, INC., Dept. MM-31, Columbus, Indiana i - 

j | $39.95* 
j Write us for complete information on Cosco office | J |, ($43.95 in Zone 2) 
{ furniture and new full-color catalog, or phone your {| i \j 
| nearby Cosco dealer listed in yellow pages. i i 
NORE SE ee, Roane 
| By cite ee lee 1S ST Ye eRe ee UE Fee CS ee | Model 28-TA 
| i Executive Chair 
i Ee geist cetteerionr perros $59.95* 
| 


Also available in Canada, Alaska and Hawaii through authorized COSCO dealers. j 7 
& 


*Models 27-LA and 28-TA are priced with all-Naugahyde upholstery, Zone 2: Texas and 11 western states. 


ee cee cee cme eee Gee Ge ee ee eee oe oe oe me eee ee ee ee ee ee ee ee oe oe Jj 





(Circle number 117 for more information) 


74 














rain and snow storms to help ward 
off colds. 

At the Columbus plant of North 
American Aviation, a _ different 
safety note is played up each 
month on posters and in the house 
organ. In January, falls and hazards 
of ice were spotlighted. During 
February, eye protection was head- 
lined—and so on through the year. 

Harping on accidents prevalent 
at a particular time of the year 
makes good sense. Your employees 
will pay more attention to in-season 
safety themes. In turn, the total 
number of actual accidents—on and 
off the job—is likely to take a nose- 
dive. 


Here's a way to 


LET THE POST OFFICE 
PROVE PRODUCT TOUGHNESS 

If you want to prove the durabil- 
ity of your product, you might take 
a cue from the Nylon Products Co., 
and let it travel unprotected 
through the mails. 

To introduce a new line of plas- 
tic tumblers, this Pawtucket, R. I. 
firm decided to mail samples to 
institutional purchasing agents 
throughout the country. Instead of 
packaging them in the normal way, 
it simply enclosed them in an or- 
dinary cotton draw-string bag. 

An accompanying letter, signed 
by General Manager J. S. Stevens, 
said: “These milk white tumblers 
have traveled to your hands un- 
packaged, unprotected, to bring 
forcibly to you their great durabil- 
ity.” Instructions on how to order 
the tumblers were enclosed. 

Response was immediate and 
satisfying, says President Stanford 
Stevens. A dozen orders from state 
institutions were received in the re- 
turn mail. More than 25% of the 
purchasing agents phoned or wrote 
for more information. 

Despite the fact that the institu- 
tional market is a conservative one, 
this is a mighty healthy response, 
President Stevens added. 


Here's a way to 


FLAG PRODUCTION PARTS 
WITH FLASH IDENTITY CARDS 
Ordinary numbered tags usually 
do an inadequate job of signaling 
quick identification of parts. 
This was true at Florida Steel 
Corp. They used metal tags that re- 
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quired close-up inspection tor num- 
ber verification. Identification and 
separation was time consuming— 
with a big chance for mix-ups. 

Then the production chief de- 
cided to resolve the problem by 
using “flash” identity tags. These 
tags, with brilliantly contrasting 
colors, are readily recognized at a 
glance, even at a distance. 

Twelve different colors signal the 
product group. In turn, four dis- 
tinctive designs identify the stage 
of various jobs as they progress 
through the plant. The combination 
of easily recognized color and point- 
of-production symbol has stepped 
up smooth production flow. 

All six Florida reinforcing steel 
fabricating shops report improve- 
ment in operating efficiency. 

For information on color coded 
tags, write the American Tag Co., 
151 Cortlandt St., Belleville 9, N. J. 


Here's a way to 


SAVE COSTLY FLOOR SPACE 
WITH MOBILE FILES 

Filing shelves that move on 
tracks created a 50% storage space 
bonus for The Bank of New York. 

Accumulation of securities had 
outgrown the 2,460 linear feet of 
storage space provided by station- 
ary rows of shelves in the 1,260 
square foot vault. 

To expand its capacity, this Wall 
Street bank turned to a filing 
method which eliminates two out 
of every three aisles needed for ac- 
cess to conventional fixed shelves. 

This spacesaving feat was accom- 
plished by mounting standard steel 
shelving in pairs, back to back on 
four-wheel mobile bases. These 
“dollies” can be pushed along 
tracks attached to the floor. 

This movable arrangement thus 
needs only one aisle for each six 
rows. Cutting down on aisle space 
adds about 1.200 linear feet of 
easily accessible storage space. 
Further, the same number of clerks 
can handle the increased volume. 

Cost of the new filing system was 
about $6 a linear foot, as compared 
with $10 a foot for the former fixed 
custom-made shelving. Because 
vault space is expensive space, the 
entire cost of this conversion was 
amortized in a very short time. 

For more data on this Dolin mo- 
bile storage system, circle number 
218 on the Reader Service Card. 
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ATLANTIC 


COAST LINE 


RAILROAD 


mae 


Join with others 

who have discovered 

the advantages of 

loeating in this 

planned industrial district 
at Columbia, South Carolina 


Save time and money getting close 

to top southeastern markets. Build your 
plant or warehouse in this planned 
industrial district. Your neighbors will 
be General Electric, Tidewater Supply 
Co., Georgia Pacific Corp., Associated 
Distributors, Inc., F. H. Ross Co., 
Sunshine Biscuit Co.., 

Palmetto Hardware and Supply Co., 
Palmetto Paper Co. 


Advantages include: 


@ Prepared sites of 14 up to 20 acres 
(to car door and truck bed level) 

@ Paved streets 

@ Utilities adjacent each site 

@ Convenient rail facilities 

@ Quick access to downtown Columbia 


For details on this or other good sites 
in the Southeast Coastal 6, write, or call, 
Inquiries held confidential. 


Direct inquiries to: 

R. P. Jobb 

Assistant Vice-President 
Department M-31 

Atlantic Coast Line Railroad 
Jacksonville, Florida 


the 
‘oastal 6 


ee 
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once | had cash 
but no trucks 





..SsoO | bought trucks, 
but then 
| had no cash 











then Hertz showed me how to get both! 


Modern management has found a new way to get trucks without capital investment —they lease from 
Hertz! “I got cash for my old trucks’’ says one Hertz customer, “‘And I was given my choice of new 
GMC, Chevrolet, or other famous make trucks. Now instead of a lot of separate bills, I pay just 
one fixed amount per week —and that includes everything except the driver!’’ Talk to your nearest 
Hertz sales engineer. He will tell you how flexible Hertz Truck Lease Service is—trucks are 
custom-engineered, for example, to suit your business needs. Or, your own trucks can be re- 
conditioned and leased back to you. He’ll also explain how Hertz services trucks. Included 

are complete maintenance, gasoline, licensing, insurance, painting and lettering of trucks, ' 
garaging, emergency road service, extra trucks for peak periods, and more. Call your baa eee 
local Hertz Truck Lease office. Or, write for booklet —‘‘How to Get Out Of The Truck 
Business’’—to HERTz TRUCK LEASE, 660 Madison Ave., New York 21, N.Y., Dept. D-3. 


no investment...no upkeep 


LEASE TRUCKS 


HERTZ ALSO RENTS TRUCKS BY THE HOUR, DAY OR WEEK, 
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Will this method lower 
your taxes? 


If your corporation meets certain requirements, it need not pay any 


corporate taxes this year. The fact is that it may be able to file as a 


partnership. This article tells whether your firm is eligible to use 


this unique method—and indicates ways to get big dollar savings. 


by Richard O. Bertoli, C.P.A. 


Ge if you can answer yes to these six 
questions, you can probably save your corporation 
thousands of tax dollars. 

1. Does your company have 10 or fewer stock- 
holders? 

2. Is it a domestic corporation? 

3. Is it unaffiliated with a corporate group which 
files a consolidated tax return? 

4. Does it have just one class of stock outstanding? 

5. Do all stockholders live in the United States? 

6. Are all stockholders individuals, not corporations 
or trusts? 

7. Is yours an operating company? 

lf your corporation meets these qualifications, it can 
file tax returns as a Subchapter S corporation; that is, 
a corporation taxed as a partnership. 

Money saving benefits 

If your company decides to file as a Subchapter S 
corporation, it can gain these money saving benefits: 

Eliminate double taxation on corporate income. 
(Only each stockholder’s income is taxed, not the in- 
come of the company.) 

Reduce taxes by dividing income among family 
members, giving stock to children of shareholders. 

Defer taxes on income by choosing to file on a fiscal 
year basis. 

Apply corporate losses against personal income. 

Apply personal losses against corporate income. 

Eliminate double taxation resulting from disallow- 
ance of travel and entertainment expenses. 

Eliminate the disallowance of excessive officer- 
stockholder salaries. 

Eliminate the accumulated earnings tax. 

In 1958, Congress passed the Technical Amend- 
ments Act. Under this act, a corporation, with the con- 
sent of all its stockholders, can elect not to be taxed 
on its income. 
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The company can divide its income among the 
stockholders. They report their proportional share of 
the company’s income on their personal tax returns. 
Thus the owners gain the benefit of limited liability 
while eliminating double taxation. 

This can be an advantageous move, even if stock- 
holders are in high tax brackets. Let’s take the example 
of a stockholder in a 91% tax bracket, even though such 
a stockholder would be unlikely to use this method. 


Regular Subchapter S 

corporation corporation: 
Corporate income . $30,000 $30,000 
Corporate tax ........ _10,100 — 
Income available for 
dividend distribution $19,900 $30,000 
Shareholder tax ...... 18,109 27,300 
Tele RE icv eee $28.209 $27,300 


The stockholder in the regular corporation nets only 
$1,791 ($19,900 dividend minus $18,109 tax). The 





About the author 


Richard O. Bertoli is senior partner of R. O. Bertoli and 
Company, accountants and auditors. He is a certified 
public accountant of New Jersey and the District of 
Columbia. He is also a member of the Institute of Certi- 
fied Public Accountants and the American Management 
Association. 

His articles have appeared in several trade publications 
and newspapers. 











stockholder in the Subchapter S corporation nets 
$2,700 ($30,000 dividend minus $27,300 tax). 

If a 91% stockholder will save almost $1,000 dollars 
under the Subchapter S method, how much would you 
saver 


Some say, ‘“‘Don’t do it!’’ 


Some consultants argue that companies that wish to 
accumulate earnings for future expansion should not 
elect to file as a Subchapter S corporation. 

Others wholeheartedly disagree with this. They say 
you can gain the tax benefits by making the election 
and still accumulate capital. Simply distribute the 
earnings to stockholders and have them reinvest the 
amounts distributed by purchasing additional stock. 

To determine whether to make the election, analyze 
carefully the tax status of your corporation and _ its 
stockholders as it is now and how it will be in the 
future. 

The method offers a particular advantage to new 
corporations. They will probably lose money in their 
first few years. For tax purposes, these losses can be 
offset against the stockholders’ salaries and outside in- 
come, and thus offset the effect of the loss. 


A few examples 

Let’s look at several examples and compare the total 
tax of a regular corporation and an electing corpora- 
tion. 

These examples are based on the assumption that 
each corporation has three stockholders drawing sal- 


aries of $10,000 each; that all stockholders are married 
and are filing joint returns; that they have no other de- 
pendents or outside income. Examine the chart below. 

After you have seen the savings available in the 
examples below, compute the amount you would save 
by analyzing your own tax position. 

In fact, here’s what our figures show: if a man’s tax- 
able income does not exceed $170,000, then a savings 
is available. 

Easier to split company income 

Companies that file as Subchapter S corporations 
will find it easier to divide income among members 
of the family. Bona fide gifts of stock to family mem- 
bers will spread the corporate income into the lower 
tax brackets of the children of present stockholders. 
If the children are under 19 or are full-time students, 
the dependency exemption is not lost. 


Control taxable income 

Here’s another reason why filing as a Subchapter S 
corporation is of major importance. It gives companies 
the opportunity to control taxable income. 

By adopting a fiscal year ending January 31, the 
shareholders can decide in December whether to dis- 
tribute income in that year or wait until January and 
pay a tax in the following year. As much as 11 months 
tax can be deferred for a year with this method. 

Congress passed the 1958 Technical Amendments 
Act to benefit qualifying corporations. It is up to you 
to accept or reject the benefits available. « 





EXAMPLE “A” 


Regular Subchapter S 
Corp. Corp. 
Corporate income ...... $15,000 $15,000 
Stockholder salaries .... 30,000 30,000 
Stockholder tax ........ 4,908 8,880 
Corporation tax ........ 4,500 — 
Current tax cost ...... $ 9,408 $ 8,880 
Earnings taxable later .. $10,500 $ — 
Future tax @ 25%...... 2.625 — 
Total tax cost ........ $12,033 $ 8,850 
EXAMPLE “> 
Regular Subchapter S 
_ Corp. Corp. 
Corporate income ...... $30,000 $30,000 
Stockholder salaries .... 30,000 30,000 
Stockholder tax ........ 4,908 13,596 
Corporation tax ........ 10,100 — 
Current tax cost ...... $15,008 $13,596 
Earnings taxable later .. $19,900 — 
Future tax @ 25% ...... 4,975 — 
Total tax cost ........ $19,983 $13,596 
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EXAMPLE “C” 














Regular Subchapter S 
Corp. Corp. 
Corporate income ...... $60,000 $60,000 
Stockholder salaries 30,000 30,000 
Stockholder tax ........ 4,908 25,302 
Corporation tax ........ 31,200 ae 
Current tax cost ...... $36,108 $25,302 
Earnings taxable later .. $28,800 — 
Future tax @ 25% ...... 7,200 —_ 
Total tax cost ........ $43,308 $25,302 
EXAMPLE “D” 
Regular Subchapter S 
Corp. Corp. _ 
Corporate income ...... $120,000 $120,000 
Stockholder salaries ..... 30,000 30,000 
Stockholder tax ......... 4,908 57,006 
Corporation tax ........ 56,900 — 
Current tax cost ...... $ 61,808 $ 57,006 
Earnings taxable later ... $ 63,100 —- 
Future tax @ 25% ...... 15,775 —@ 
Total tax cost ........ $ 77,583 $ 57,006 
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PRACTICAL CONTROL 


Listen to what they cre saying 


ebout it: 


“Recommended!” 


The Wall Street Journal 


“é 


on the subject I have read.” 


. . the best and most practical book 


OF OFFICE COSTS 


YOU CAN 


slash 


office 


C. F. Hogan, Treasurer, American Molasses 


Co., New York 


““ 


. provides information that 


any office administrator can use for 


effective control of his costs.” 


James Alexis, Controller, Beauty Counselors, 


Inc., Grosse Point, Mich. 


. extremely well written and, 


costs 











@ to 30% 


PRACTICAL 
CONTROL 
OF OFFICE cosTS 


IN A FEW MONTHS 


That’s the promise in an important new 


though easy to read, delves deep into 


its subject . 


a major contribution to the work 


measurement and cost control 


elds. <" 


.. the book constitutes 


book by three experienced authors 


By H. B. Maynard, William M. Aiken and J. F. Lewis 


The Management Review, published by Ameri- 


can Management Association 


gw HERE Is A Low-cost, highly effec- 
tive approach to office cost control 
—an approach that is tested and 
proven. It works even if you have 
no more than five people doing re- 
peat work in your office. 


The book is written by the presi- 
dent of one of the world’s most 
highly respected management con- 
sulting firms, H. B. Maynard, and 
two of his associates in the H. B. 
Maynard Co. 


The Maynard approach to office 
cost control and reduction is based 
on a set of standard time values 
covering 95% of all office tasks— 
priceless data developed during 
years of painstaking work. 


These time values, called Universal 
Office Controls, are published for 
the first time as part of Practical 
Control of Office Costs. 


Equally important, the book spells 
out—in clearcut, step-by-step, easy 
to understand language—how to 
apply these controls with full em- 
ployee cooperation. It tells how to 
break down the barriers that have 
caused today’s tremendous differ- 
ential between office and factory 
output, 
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Just buying this book will not solve 
all your problems of office cost re- 
duction. But if you apply with 
properly qualified personnel the 
program set forth in this book, you 
can definitely expect office per- 
formance to go up to as much as 
80 to 100%. And the program it- 
self costs no more than 1% of 
total office costs. 


Practical Control of Office Costs 
helps you answer key questions 
like these: 


How many people do we really 
need? When is overtime justi- 
fied? Which new equipment 
can pay for itself? How long 
should it take to type a letter 
... find a folder . . . make a 
phone call. . . total a column 
of figures? 


Practical Control of Office Costs 
has been called one of the biggest 
contributions to management in the 
last decade. It contains 10 idea- 
packed chapters, 36 tables of stand- 
ard time values in seven major 
categories of office work, 11 stand- 
ard allowances for miscellaneous 
work, plus six helpful forms. 





YOU RISK NOTHING ... PAY ONLY $12.75 
IF SATISFIED AFTER 10 DAYS 
Management Publishing Corp Room 3 
22 W. Putnam Ave Greenwich, Conn 
Please send me PRACTICAL CONTROL OF OFFICE 
COSTS for a FREE 10-DAY INSPECTION. | will 
either keep the book and you can bill me for 
$12.75 as payment in full, or | will return it and 


be under absolutely no obligation. 
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BRAND 
PERMIT NO. 25 


Copying Machine 3s ok 
q with the NEW BUSINESS REPLY MAIL 
co PYTRO hy No Postage Stamp Necessary if Mailed in the United States 


Postage Will Be Paid By— 


DIAL makes MINNESOTA MINING AND MANUFACTURING CO. 


Dept. DCP-31 


better copies St. Paul 6, Minnesota 











fast and easy. 


At no obligation, I’m interested in information about 
the —* “‘Thermo-Fax’’ Brand Copying Machines can 
simplify the jobs I’ve checked. 


General Copying Statements Addressing Labels 
Projection Transparencies Paper Plates Systems Papers 
Laminating Checkif you nowusea “Thermo-Fax’’ Copying Machine. 


Name 
Title 
Firm 
Address 


City Zone___ State 


Sa 








. - < 
om ais st t 
7 - ae . al 
: - . 
A ame) ae” » 
- ees j 
ef ; ’ a | 
a : ef 
” ‘ ; 
ois ‘ 
“ yt : q 
et ‘ 4 
gti Me ; 
er ' " 4 
git ig 
yer yans 
a 
= x 4 abt? 


The “THERMO-FAX 
Copying Machine 


does all these jobs 
and more! 


COPYING 
LAMINATING 
ADDRESSING LABELS 
PROJECTION TRANSPARENCIES 
SYSTEMS PAPERS 
PAPER PLATES 


MARCH 1961 





See FOR YOURSELF 


...the most versatile business 
machine in the business world 


does 
more 


jobs 


On Wall Street, Market Street, Michigan Avenue... 
Main Street U.S.A... . ‘‘Thermo-Fax’’ Brand Copying 
Machines are speeding business communications, sim- 
plifying paperwork. They are copying correspondence, 
addressing labels, laminating, making statements, pro- 
jection transparencies, and paper plates. Also, systems 
papers as little as 2¢ a copy! Plus many more jobs. 


And because ‘‘Thermo-Fax’’ Copying Machines are all- 
electric, they’re delivering each job perfectly dry in just 
4 seconds! No powders. No chemicals. 


Today the ‘‘Thermo-Fax’’ Copying Machine is the busi- 
ness man’s business machine for one sound reason... 
does more jobs! 


See for yourself. Mail the card. 


Thermo-Fax 


BRAND 


COPYING MACHINES 


\ Thermo-Fax Tiinwesora Jffininc anno 


“17 corrine wrovucts ae W/TANUFACTURING COMPANY 


¥, 
“vi 
y 
= a ++ WHERE RESEARCH §S THE KEY TO TOMORROW 


THE TERM * THERMO FAX’ 1S A REGISTERED TRADEMARK OF 3M COMPANY 











DIEBOLD POWER SHELF FILES 


REDUCE FILING SPACE 
REQUIREMENTS 507! 


YOU SAVE space, time and money with DIEBOLD 


POWER SHELF FILES! 








DIEBOLD 


INCORPORATED 
CANTON 2, OHIO 


IN CANADA: DIEBOLD OF CANADA, LTD., TORONTO 
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Today’s high costs per square foot of office 
Space dramatize the need for making most 
productive use of floor space you have. That’s 
exactly what you can do with Diebold Power 
Shelf Filing. With a Diebold Power Shelf File, 
you can file the contents of seven 4-drawer files 
in 50% less floor space... 
boost filing efficiency at the same time, thanks 
to push-button operation! 


Each shelf in the Power 
Shelf File has push- 
button control; a touch 
of the button brings 
required records to 
reference level swiftly, 
silently, electrically! 


No bottom shelf to 
stoop for . . . no top 
shelf to stretch and 
Strain for! Every shelf 
is brought to ideal 
working height! 


Diebold, Incorporated, Canton 2, Ohio 


Gentlemen: Please send me your illustrated catalog on Diebold 
Power Shelf Filing, without obligation. 


Canmeeny . ......c.6ca I en 5 IRE OE ene en 


Adgdress..........- 


City__ a a 


ro 
o 
® 


can significantly 


You use the vertical 
dimension of your office 
space with Diebold 
Power Shelf File .. . 
you use all the space 
you're paying for and 
use it more efficiently! 
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New products 





FOR THE MANAGER AND HIS STAFF 


EQUIPMENT FINANCING 





New cashback lease plan 
boon to replacement program 


National Equipment Rental, Ltd., 
has instituted a cashback leasing 
plan. Under this new arrangement, 
a company can lease any type of 
equipment and, at the same time, 
get cash for the trade-in value of 
its used equipment. 

The financing method is expected 
to stimulate machine replacement 
programs since the plan can be un- 
dertaken with no cash outlay—in 
fact, with an actual increase in 
working capital realized through 
the sale of old equipment. 

For a descriptive brief of this 
cashback lease plan, circle number 
219 on the Reader Service Card. 


RECORDKEEPING 





Microfilm reader-printer 
recaptures even faded records 

A new reader-printer that can 
produce an enlarged print from 
even the poorest source document 
under ordinary light has been de- 
veloped by Documat, Inc. 

It can be used to consult micro- 





i 
s 


Document microfilm reader-printer 
needs no darkroom for operation. 








How Machines Read 
This New Language 


BRAND NAME | 


SELECTOR 
Business 
Writing 
Supplies 





RIBBONS 


Pinnacle 
Rainbow 


Silk Gauze 


Classic 
Commander 
Marathon 


CARBON PAPER RIBBONS 


Columbia M-50 
Columbia PF-75 


CARBON PAPER 
Accountant Special 


Classic Pinnacle 

Commander Plastisol 

Marathon Rainbow 
Silk Gauze 


DUPLICATING SUPPLIES 


Colitho Offset 
Ready-Master Spirit 





t.34"829! . . . machines that can read . . . per- 
forming instantly and accurately tasks that take scores 
of persons weeks to accomplish! The scope and impact 
of their fantastic abilities on the world of business are 
just beginning. 


In the field of banking, for example, modern electronic 
business equipment reads a special language of its own 
to sort, list and post checks automatically. The ability 
of the equipment to recognize these symbols depends 
upon the quality and strength of a unique magnetic ink 
used to form the image. 


Columbia—long a leader in research and development 
of carbon papers, ribbons and duplicating supplies— 
has played a major role in the development of these 
magnetic inks. This scientific breakthrough is even 
more significant because it is the first in a field whose 
boundaries are yet unmeasured .. . a field in which 
Columbia is most capably equipped to pioneer. 





Ribbons - Carbons - Duplicating Supplies 


COLUMBIA RIBBON & CARBON MFG. CO., INC., GLEN COVE, N.Y. 
COLUMBIA RIBBON & CARBON PACIFIC, INC., DUARTE, CALIF. 
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HELP STIMULATE 
SALES 


Records Destroyed 
«BANKRUPTCY! - 


Better Be Safe Than Sorry 











with 







FIRE and BURGLAR 


PROTECTION 


That Insurance Can’‘t Buy 


this 





Send for 
FREE Book- 
let, showing 
our complete 
Line of 

Safes and 
Insulated 
Equipment 


Free 








Booklet | 


oo. a This free, attractive booklet points 
ince 1872 


e the way to custom-built creations 
that promote good will. 





FIRES cause bankruptcy. Give 
your records SAFE protection — Write for your free copy today. 
cost quickly amortized. See your 


Schwab dealer or write for full || wiitiams & ANDERSON CO. 
particulars— INDUSTRIAL DIVISION 


SC HWA SARE €O., ING. Emblem Manufacturers a 1861 


52 ptshabialinaaMinine ecmmivage 14 Third Street, Providence, R. 1. 
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Save TIME and DOLLARS with 


INSTAN Ti CONTACT 


rT Talk and listen to persons “‘on the job”..at home..at play 


New 2-way radio actually fits into your pocket. 
Exclusive, rechargeable battery lasts year or 
more. Range—}% to 1 mile. No license required. 


GLOBE eto hone 


THE oc 2-WAY RADIO [pho AVAILABLE TODA ee 


Ideal for office, factory, stores, surveying, construction, sports, recrea- 
tion, home. Finest quality available. Makes handy paging system. Use 
with Globe Electronics CB-100A or CB-200 for longer range systems. 
¢ Actual size — 1%” x 2%” x 6%” © Weight -13 oz. e High impact 
Cycolac case ¢ All Transistorized. $125.00 each 








“ FOR LONGER RANGE COMMUNICATION 





CITIZENS BROADCASTER CB-100A... Complete 
3-channel, 2-way station. Fixed or mobile installation. 
Easy to install, operate. Range 5-15 miles. $139.95 each 





BROADCASTER DELUXE CB-200 A rugged trans- 
ceiver for commercial use. Transmits on 5 channels 
Receives on all 22. Adapts to selective calling system 

$189.95 each 





GLOBE ELECTRONICS MM-3 
A Division of Textron Electronics, Inc 

22-30 So. 34th St., Council Bluffs, lowa 

Please send me complete information on the new Globe 
Electronics () Pocketphone [(j] CB-100A [) CB-200 








SUPERIOR QUALITY NAME 
BETTER PERFORMANCE ADDRESS 
OUTSTANDING DEPENDABILITY CITY sraTe 
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filmed records and reproduce en- 
largements simultaneously, and 
with no extra motions. It produces 
cut sheets, with no bother of tear 
off. 

The Documat _ reader-printer 
makes positive prints from micro- 
film or vice versa. Both roll or uni- 
tized film may be read or printed. 

Similar to a photocopier in opera- 
tion, it can be used by anyone with- 
out special training. 

For more details on this meter 
unit, circle number 247 on _ the 
Reader Service Card. 


PAPERWORK 





Sears unit copies both opaque 
and transparent originals 

Sears Roebuck & Co. has entered 
the copying equipment field with a 
low cost machine that copies any 
photograph, document or letter— 
even ballpoint ink. 

Called the Tower Copy King, it 
reproduces transparent and opaque 
originals and can also copy its own 
copies. 

Readily portable, the new unit is 
priced at $98.95. It is available 
through any Sears retail store or 
catalog service. 

If you wish further details on the 
versatile copier, circle number 215 
on the Reader Service Card. 


COPYING 


New microfilm viewer 
also produces photocopies 

Just introduced by Photostat 
Corp. is a Documat reader-printer. 
The unit flashes enlargements of 





Photostat tabletop unit permits you to 
view or copy any microfilmed record. 
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INTRODUCING THE NEW 


DRYDEN-EAST 


HOTEL 


39th St., East of Lexington Ave. 


NEW YORK 


Salon-size rooms e Terraces « New 
appointments, newly decorated e 
New 21” color TV e FM radio « New 
controlled air conditioning « New 
extension phones in bathroom ¢ New 
private cocktail bar ¢ Choice East 
Side, midtown area ¢ A new concept 
of service. Prompt, pleasant, un- 
obtrusive. 





Single $15 to $22 Suites to $60 
Special rates by the month or lease 


Robert Sarason, General Manager 
ORegon 9-3900 
Teletype NY-1-4295 























Multiplex Panels 
for ready reference 


Photos, charts, production records, maps, etc. 
can be kept at evye-level, finger-tip accessibility 


with Multiplex swinging wing-panels. Also 
ideal for conferences, sales meetings, employee 
communications, lobby exhibits, libraries, etc. 


Typical unit shown above provides 167 sq. ft. 
of display area! 
Panels are steel-framed fiberboard; sizes from 











18” x 21” to 48” x 96”; wall models, floor mod- 
els, table models. Office furniture colors. For 
complete information and prices, mail the 
coupon, 

poocoo------ saga aennanaae ; 
; MULTIPLEX DISPLAY FIXTURE CO. : 
1 Dept. T, Warne & Carter, St. Lovis 7, Mo. i 
§ Please send literature on Presentation Panels 4 
' 1 
! : 
! ' 
' ' 
! ' 
‘ ' 
' ' 
; MR61 1 
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microfilmed records for ready view- 
ing on an 11- by 11-inch screen. No 
darkroom is needed for operation. 

If photocopies are needed, a 
touch of an exposure button pro- 
duces a file-size print in less than a 
minute. 

Interchangeable lenses are avail- 
able to provide various magnifica- 
tions suitable for different types of 
filmed images. 


For more descriptive data on this 
new microfilm reader-printer, circle 
number 228 on the Reader Service 
Card. 


SAFETY 


New fire detector 
signals early warning 

A new device, called Pyr-a-Larm, 
can signal warning of an incipient 
fire condition even before visible 
smoke, flame or heat appears to 
trigger ordinary detectors. 

Made by Pyrotronics Division, 
Baker Industries, an _ ionization 
chamber senses microscopic par- 
ticles given off the moment a fire 
starts. The new system can provide 
automatic protection for any area 
from electronic computing depart- 
ments to warehouses. 

Cost of operating the entire sys- 
tem in a medium size building is 
about the same as that for a 25 
watt bulb, the maker states. 


For more details on this advance 
fire warning device, circle number 
230 on the Reader Service Card. 


PHOTOCOPYING 





New photocopier 
handles oversize originals 


Champion 18 is a new photo- 
copier designed by Copease Corp. 
to copy originals up to 18 inches 
wide by any length. 

It’s ideal, the maker states, for re- 
producing blueprints, charts, ledger 
sheets and other large documents. 
The extra width also allows this 
unit to accept two 8% by 11-inch 
copies simultaneously. 

The machine reproduces clear 
copies of any matter—printed, 
drawn or written in ink or pencil. 
It also copies originals on colored, 
transparent or opaque stock. 

For complete details on this Cop- 
ease copier, circle number 216 on 
the Reader Service Card. 











OFFICE PARTITION-ETTES 


Arnot Partition-ettes by Royal have more 
standard components and a wider 
choice of sizes and finishes than any 
others ... 39”, 54”, 68”, and 86” heights, 
13 widths ...a full range of matching 
doors... concealed wiring raceways... 
octagonal posts for complete rigidity 
... removable chrome strips that allow 
desk tops to lock directly to panels! 
Partition-ettes are an integral part of 
the exciting modular concept of office 
design and only Royal gives you such 
flexibility, such completeness, such 
quality! Write for all the features that 
make Arnot Partition-ettes DIVERSE! 


@®eeeeoeevee0de0e0e0e0e0800 
Arnot Furniture Division 
ROYAL METAL MANUFACTURING CO., 
Dept. 4-C, One Park Avenue, N.Y. 16, N.Y. 


Please send me the Partition-ette® story. 
Name 
Firm 
Address 
City. 











Dis | 





® 
OFFICE FURNITURE 
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ONE OF FOUR OFFICES at “‘Brown” 
before modernization. Note crowd- 
ed arrangement; lack of work space; 
cluttered, inefficient atmosphere. 


SAME OFFICE “AFTER” — Each em- 
ployee gained 60% more work sur- 
face, 30% more drawer space, 20% 
more work output. 





An Easy Way to Reduce 


TITLE FIRM SAVED SPACE AND BOOSTED EFFICIENCY 
WITH MODERN FURNISHINGS AND BETTER LAYOUT 


Indianapolis, Ind.—L. M. Brown 
Title Company gained needed space 
for larger work stations and more of 
them by combining modern furnish- 
ings and new office layout. 
Shaw-Walker space-saver equip- 
ment, geared to every job function, 
freed space for the addition of four 
badly needed work stations, and 
point-of-use files at ten more stations. 
The modernization paid another 
dividend—efficiency increased 20%, 
and morale reached an all-time high. 
A new layout by Shaw-Walker’s 
Paul Holcomb in collaboration with 
L. M. Brown’s Executive V. P. 
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Sullivan organized the work flow by 
relating work stations to activities 
performed. The improved layout 
reduced employee travel by half and 
entirely eliminated distracting inter- 
ruptions caused by customer traffic. 
Clutter-Proof Expan-Desks give 
staff members more work surface 
(average increase, 50%) and provide 
extra drawers for storage and filing 
—all within quarter-turn reach. 
Management offices were equipped 
with Carlyle—the desk Shaw-Walker 
designed for working executives. 
Carlyle’s energy-saving conven- 
iences provide specific in-drawer 


Office Costs 


space for everything needed in, on, 
or around the executive’s desk. 

It’s easy to see for yourself how 
Shaw-Walker can help you effect 
similar economies. The complete, 
5000-item Shaw-Walker line is pic- 
tured, described, and priced in our 
new 248-page Office Guide catalog 
—ideas and equipment to save time, 
save space, and cut office costs. Free 
to office executives. Request on busi- 
ness letterhead, or phone your 
Shaw-Walker representative. 


SGHAW-WALKER 


Largest Exclusive Makers of Office Equipment 
Muskegon 24, Michigan 
Representatives Everywhere—Consult Yellow Pages 
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Why people don’t understand 
continued from page 57 
your talk, the listener will find it 
easier to pick out the important 
ideas. 
Examples of such phrases are: 
“Our goal is to . 
“The three most important fac- 


tors are 
“The end result was. . 
“To summarize at this point ... .” 


Such phrases focus the listener’s 
attention, differentiate between 
facts, inferences and value judg- 
ments, and highlight the important 
points. 


GUIDE NUMBER FIVE: 

MAKE COMMUNICATIONS 

TWO WAYS 

= It is easy to speak in a way that 
indicates: “Im going to make up 
your mind for you. Do it my way.” 

The more you talk, the more you 
discourage the listener from ofter- 
ing his own thoughts and feelings. 

Experience shows you get best 
results when you involve the lis- 
tener in the conversation as soon as 
possible. Ask leading questions. You 
might begin by explaining your 
purpose, then asking, “What do 
you know about . . .?” or, “How 
do you feel about . . .?” 

Such questions help to tune the 
listener in on your channel. He 
understands why he has been called 
in. He is able to focus all his atten- 
tion on the subject at hand, with- 
out being confused by the multi- 
tude of ideas you may toss out. He 
has a chance to describe his knowl- 
edge, feelings, and ideas. 

You, in turn, are better able to 
judge how much detail to use in 
discussing the subject and how to 
conduct your approach. 

If you notice the conversation 
getting one-sided, draw the listener 
back in with questions like these: 


“Now, what have we _ over- 
looked?” 

“What do you think? Will it 
work?” 

“How would you go about. . .?” 

“What difficulties do you fore- 


see?” 

Answers to these questions will 
tell you how well you are “getting 
through.” They indicate the listen- 
ers degree of involvement—a prime 
determinant in the eventual success 
of the talk. 

Such responses may also indicate 








THE 
SIEGLER 








PORTABLE! 
Complee P. A. SYSTEM 


For Schools * Churches ¢ Training Courses * Product Demon- 
strations ¢ Sales Meetings * Clubs * Banquets « Lectures... 
Can even be used as a music and paging system. Address up to 
800 people with a clear ,natural amplification of your voice. Extra 
microphones available for panel and audience participation. 


EASY AS 
A RADIO 
TO 
OPERATE! 


JUST PLUG 
IT IN! 


PRICE 
$299 


ADDRESS: 
P.0. BOX 2098D 

PASADENA 

CALIFORNIA 

Distributed in the West by CRAIG CORPORATION 
Offices: SAN FRANCISCO * LOS ANGELES * SEATTLE * HONOLULU 


Distrs. for Rocky Mountain States — CROMARS' of Denver 











Waiting for the mail 


encourages water cooler conventions! 





On office time, too! Work doesn’t 
really get under way in most offices 
until the morning mail is opened and 
distributed. A MailOpener can start 
your business day earlier, save time, 
speed routines. 

e Opening mail by hand is slow, 
time taking, inefficient. A MailOpener 
trims a hairline edge off any size or 
weight of envelope, easily, swiftly, 
leaves contents intact. Big time saver 
in even the small office. Three models, 
electric or hand. 

e Call any Pitney-Bowes office for a 
demonstration, without obligation. 
Or write for free illustrated booklet. 
FREE: Send for handy desk or wall chart of 


latest postal rates, with parcel post map 
and zone finder. 


Pitney-Bowes 
MAILOPENERS 


Pitney-Bowes, Inc. 
4561 Walnut Street, Stamford, Conn. 


-.. originator of the postage meter... 
139 offices in U.S. and Canada, 


«iI» 





It’s as simple as... 
Ready! Set! Sell! 





Keep pen and order blanks handy. Open 
the lid of Tabletalk... and... Presto! 
Picture after picture flashes on a large 
screen as it ‘‘talks’’ with your sales 
message in compelling tones that con- 
vince and ‘‘close” on call after call! No 


screen to set up! No com- 


OTTED 
LINE 


with 


Wiewtex 


Tabletalk 


en ee ee a ee ee 


VIEWLEX INC. 


Gentlemen: 


Send me the word Today! Complete 
information on Viewlex Tabletalk. 


Name. 

Company 
Address 
ee!” | 


IN CANADA—ANGLOPHOTO LTD., MONTREAL 











a ae a a oe 


39 BROADWAY, HOLBROOK, L.I., N.Y. 
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plicated focusing or film- 
threading! Tabletalk is a 
self-contained combination 
35mm filmstrip projection 
unit and 4-speed hi-fi rec- 
ord player in an attache case! Keeps 
you and your sales story as fresh on 
the last call as the first in the morning. 





the listener's ability to analyze, eval- 
uate, think creatively and verbalize. 

Sometimes through oversight, a 
manager eliminates details from his 
presentation. If he asks, “You get 
what I mean, don't you?” or, “Any 
questions?”, he suggests that he has 
covered the important points, and 
insinuates that the listener is a 
moron if he has further questions. 
And it may well be that the listener 
has several important questions. 

By asking the listener, “What 
other information can I give you?” 
or, “What can I answer for you?”, 
you encourage him to ask ques- 
tions. Such questions demonstrate 
your willingness to make yourself 
understood and your interest in the 
listener's development. 


For example, one unfortunate 
case occurred when the president 
of a luggage firm called in his top 
salesman. He spoke in glowing 
terms of two new products that 
were about to go into production. 

As he spoke and demonstrated 
the items, the salesman noticed sev- 
eral features that might prove to be 
serious selling obstacles. When at 
last he was able to get a word in, 
he mentioned these features. The 
president promptly berated him for 
his lack of appreciation and ac- 
cused him of “being afraid to get 
out and sell something different.” 
Just as promptly, the salesman quit. 

Had the president encouraged 
two-way conversation as he went 
along, chances are he wouldn't have 
whipped himself up so emotionally. 
When the objections came, he could 
have listened to them calmly and a 
more salable product—plus the re- 
tention of a top salesman—might 
have resulted. 

To check comprehension, ask 
such questions as, “What do you 
consider are the most important 
points we've covered?” or, “What’s 
your next step?” In answering these 
questions, the listener summarizes. 
His responses will indicate to you 
where further information or moti- 
vation is needed. 

The important point, ultimately, 
is not what you want and think you 
said—it is what the listener thinks 
you want and thinks you said. 


GUIDE NUMBER SIX: 
CREATE A FOLLOWUP 


# Usually problems don’t arise un- 
til after a person has begun to per- 









Which 
Nationalfiease 
‘plan fits 
your 
trucking 
needs? 





































© © THE CHANGE-OVER PLAN 
| We take over all of your present truck 
f= and maintenance problems, help you 
®® reorganize your truck facilities and per- 
F— sonnel. We supply you with new vehicles, 
®@ engineered and painted to your exact © 
fi requirements, or will buy and recondi- || 
e& tion your present fleet. 

© @ THE ADD-A-TRUCK PLAN 

© As your business expands, don’t use vital 
capital for more trucks, Jease new ones 
; as needed. 
@ THE TRUCK RETIREMENT PLAN 
As each truck in your fleet needs replace- 
ment, instead of buying a new one, lease 
it. In a few years all your vehicles are 
leased. 
@ THE PILOT PLAN 

Instead of switching from ownership to 
leasing in all locations, select one loca- 
tion (or division) for a “‘pilot’’ operation 
using full-service leased trucks, compar- 
ing costs and headaches with trucks 
which you still own and maintain. 


















Lease a new CHEVROLET or other fine truck. 
No investment, no upkeep, no headaches. 







LEASE FOR PROFIT—NATIONALEASE full- 
service truckleasing supplies everything 
but the driver. Licensed, insured trucks, en- 
gineered and painted to your needs, gar- 
aged and expertly maintained. ONE in- 
voice, NO worries. Devote your full time, 
ALL your capital to your own business! 





©1961 
NTLS 


National know-how; local 
controls—write for literature. 


NATIONAL TRUCK 
LEASING SYSTEM 


Serving Principal Cities 
in the U.S. and Canada 


23 E. Jackson Blvd., Suite M-3, Chicago, Ill. 
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id} teal RECORD STORAGE. e RECORD 
form what you've told him. Ideal- STORAGE + REC TORAGE 
ly, he should feel free to come A New Way sp \ 

back to you if he doesn't think he to Spur Gains in ‘ \ 


can solve the problem. 
Yet how many people leave a Productivity 

conference feeling, “Well, that’s 

that. The next time the boss talks to 

me will be if something goes wrong 

or he wants another job done.” Sub- The 

ordinates often feel they can’t re- R P 

turn with questions without appear- UCKER LAN 

ing to be stupid. | 
You can create a followup in your | 

original conversation by ending 











for 


a) Hourly Employees 











with: | 

“Call me if any questions come | and/or ALL YOU NEED TO KNOW 
TF as = b) Executives and 

Let’s get together again in three | , ABOUT RECORD STORAGE 
or four days .. .” | mid-Management 

“Let me know if you run into| IN 2 FREE BOOKLETS 
trouble.” Send for your FREE ‘‘Manual of 
. Many managers find it is reward- Literature upon oe Storage Pci 
ing to build in a followup. They Executive Reauest Se cutlines an eney<eeicuaaay Gia 
report it gives the listener confi- , — for inactive records. 


With the Manual we will send our New 
aly ; sea: canis ; Catalog on Record Storage Filing Equip- 
solve problems that 7 snore Also, | {| THE EpDy-RUCKER-NICKELS COMPANY ment. Learn the facts thatevery business- 


it removes the listener’s feeling tha ; 
. 4 t Management Consultants 
he may be alone, “out on a limb. 


dence in the manager's ability to —,- 


man should know about record storage. 


Clip ad to your letterhead and mail to: 








6 Brattle Street ERS. 
For example, a construction com- CAMBRIDGE 38, MASS. he gag rad hs Aga 
pany president hired a_ staff as- AA 2607 N. 25th Ave., Franklin Park, Ill. 





sistant and asked him to gather 
data on work in process. The pur- 
pose was to forecast the workload 
for the next twelve months. 

At their scheduled meeting three 
days later, the president found that 
his assistant was running into sus- 
picion and hostility from several job 
superintendents. He suggested that 
the assistant change his method of 
approach, and scheduled another 
get-together for the following 
week. 

This and subsequent meetings 
helped the president to guide the 
young man in his development of 
the data, and to recognize and re- 
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solve several potential problem sit- YOUR OLD OFFICE 
uations. WILL NEVER BE THE SAME --» AND YOU'LL BE GLAD OF IT! 
A WARNING 


These six guides, in themselves, a A Fe § » : i O Al Ss 


are not panaceas. No manager can 
expect his communicative — tech- 


k Modern is the style leader in wood 
. . “cf . ? 
niques to improve much if he sim- mane 


acoustical and painted walls and par- 


aly uses these guides to manipu- titions. Planning help and installation 
I « « : Ee 7 71 . . 

late people. The secret behind good “ vt gl Be 2 segs ~~ tre el 
communication is an interest in di ffe rence J naw tex calaibane ae TD CURES, OF SEee 


people—and no set of memorized 
techniques can substitute for that 
interest. 

But, because these guides can re- 
focus your attention on the listener, 
they can help you sharpen your ver- PARTITIONS INC 
bal and written communications. = 
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Snap out of it 

continued from page 42 

suggestions—or 
people will 


and strain mount, 
demands—for more 
come from every side. 

“But,” says Leghorn, “it’s a mis- 
take to increase the size of the 
staff at this time. People get over- 
worked, sure. But if you relieve the 
tension by increasing staff, you de- 
feat the value that overloading pro- 
vides.” 

Leghorn’s solution is to use out- 
when necessary 


side consultants 


ELECTROL® 


or the 





rather than permanent employees. 
consultants as 


But dont use 
crutches, he warns. If they start 
making your decisions for you, or 


apply management programs that 
you couldn't apply yourself if you 
had the time, your own manage- 
ment ability may atrophy. 
Leghorn believes it takes a strong 
management to consultants 
properly. “They can provide a tre- 
mendously valuable service if used 
right,” he says, “but a management 
consultant who is mismanaged may 
do more harm than good.” 


use 





eae 7 me! : 
Home... 


Office or Conference Room 














The cali projection screen 
that 1s fully automatic... operates 
electrically at the touch of a switch! 


Touch the switch—and a ceiling panel 
lowers to permit the projection screen 
to roll quietly into position ready for 
use! Touch the same switch—and the 
screen returns to its concealed position 
out-of-sight until needed again! This is 
without a doubt the ultimate in quality 
projection screens. Famous Da-Lite 
White Magic Glass Beaded screen 
surface permits projection of pictures 
with sharp definition, colors appear at 
their very best. Completely assembled 
ready for fast, simplified installation. 
A quality product you will not hesitate 


to specify — backed by the world’s lead- 
ing manufacturer of projection screens. 


joule Colley 


New technical bulletin gives details on instal- 
lation and operation of electrically operated 
Da-Lite projection screens. 


SCREEN COMPANY, INC., WARSAW, INDIANA 
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’ When you are ready 
to act, act! 














People are attracted by action. 
By getting things moving, you can 
quickly revitalize a company. At 
first, changing sluggishness and 
lethargy to motion and action may 
take Herculean effort—like starting 
a heavy locomotive from dead 
weight. But as momentum picks up, 
the motion attracts and excites peo- 
ple. They in turn contribute their 
efforts to speed things up further. 

Leghorn, expressing this philos- 
ophy, emphasizes that vigorous 
action is needed to make a com- 
pany snap out of a slump. He is a 
“act now” school of 
than the “sit 


member of the 
management, rather 
and analyze” school. 
However, he doesn’t lose sight of 
the value of deep, thoughtful 
analysis of problems. This kind of 
hard thinking is necessary through- 
out a company’s life, he believes. 
But when you are trying to spark 
new life into a company, action 
rather than cogitation gets results. 
“Action requires decisions which 
require applied judgment,” says 
Leghorn. “The ideal situation is to 
have 100% of the information you 
need to make a certain decision. 
Since this ideal is beyond reach, 
judgment has to replace facts. You 
can create action without facts, but 
you can't do it without judgment. 
“Generally speaking, it is wiser to 
make a decision that is only par- 
tially correct than to postpone ac- 
tion—provided you keep flexible 
enough to face up to wrong deci- 
sions and change them.” 





k=" Avoid a perfection 
philosophy 











Perfection is not possible in deci- 
sion making or in any other aspect 
of business, says Leghorn. 

If you strive for perfection, your 
progress will be halting, rather than 
dynamic, and you'll worry yourself 
to death. 

This is particularly true 
you are trying to pull a company 
out of a hole. 

“Work on the dollar problems 
first,” says Leghorn, “and pick up 
the loose change later.” = 


when 
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WHICH OF THESE TOP ARTICLES DID YOU MISS? 


Many MANAGEMENT METHOps articles—usually the best ones— 


are reprinted to fill special demand. Here is a list of available 


reprints. As long as supplies last, you may order copies—in any 


combination of quantities—at the rates listed at right. 
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14. What to do after a fire. Any fire is 
costly. But you can minimize its effects 
before it starts and after it’s out. Here 
are cost saving ideas to keep handy in 
case of fire. 

17. How to pack more power in your 
words. One measure of your executive 
ability is how well you get your ideas 
across. Based on the experience of ex- 
perts, here are eight guides you can use 
to get more meaning in your words. 

19. How to size up a man in 16 min- 
utes. You haven't got all day to inter- 
view job applicants. Here’s a shortcut— 
a set of eight questions to ask that will 
give you a quick idea as to whether the 
man is right for your firm. 

22. Will work music really cut your labor 
costs? Work music: cost cutter or frill? 
This article tells you the results work 
music can produce, how much it costs, 
where it works and where it doesn't. 
23. Why forecasts fail. Forecasts often 
fail because decision - makers overlook 
their limitations. These examples wil! 
help you sharpen your decisions based 
on forecasts. 

27. How to rate an advertising agency 
Your present ad agency is probably best 
for your firm. Use this checklist to be 
sure—or to rate other agencies that may 
court your business. 


28. Stop wasting your time, Mr. Execu- 
tive. Many efficient managers are trapped 
into overtime because they waste time. 
Here’s how to stop that costly waste and 
cut unnecessary hours on the job. 


29. How to design profits into your 
products with value analysis. Value anal- 
ysis, Originally an engineering concept, 
brings big profits when used to improve 
product design. These cases show how 
the concept works. 


30. How to improve your selection of 
advertising media. Good ads in the wrong 
media produce poor results. This article 
tells why so many ads are in the wrong 
places and what to do about it. 


31. How to make a merger. At the stroke 
of a pen, you can achieve results through 
a merger that often take months or years 
to accomplish. But it’s how you do it that 
counts. Here’s how to avoid the pitfalls 
and make a merger profitable. 

33. Selling to schools is highly profitable. 
Here are facts on the buying practices 
and structure of the school market—a 
huge market that’s growing fast. 


34. How to plan your business trip to 
Europe. You can mix business with pleas- 
ure—profitably. Here are facts on how 
to get the most value at least cost out of 
a business trip to Europe. 





35. Air cargo is cheaper than you think 
—right now. Air cargo’s lowering rates 
mean faster and easier expansion of 
markets. This article tells you how you 
can profit by using air cargo and when 
you cannot. 
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38. What does it cost when you lease an 
auto fleet? Many firms are turning rap- 
idly to providing leased cars for their 
salesmen—according to a major survey 
just completed. Here are the findings of 
the survey, together with other facts to 
support the case for auto leasing. 





39. How to handle the problem drinker. 
Every firm has its share of problem drink- 
ers—people who can cost a firm thou- 
sands of dollars in ways you might never 
realize. Firing is one attack to the prob- 
lem, but these positive actions can help 
you salvage the man and his job. 


40. How to generate a business from 
just an idea. Profits start with ideas— 
but imaginative management action is 
needed to turn ideas into profits. Read 
how one man with an idea for an im- 
proved product created a new multimil- 
lion dollar business in just nine years. 


43. Should your company make a movie? 
Motion pictures produce profits as selling 
tools, training aids, or creators of vast 
public goodwill. This article tells when 
to make a film, what it costs, and how 
to get it to influential audiences. 


44. How to convert your ad inquiries 
into sales. Valuable sales leads produced 
by advertising are wasted by most com- 
panies through mishandling. This article 
details a simple, low-cost inquiry han- 
dling procedure that will help you turn 
more ad inquiries into profitable sales. 


46. Eight ways to lose the right to man- 
age. Your right to manage can be de- 
stroyed—permanently—by simple _ mis- 
takes. Here, you learn how to avoid fall- 
ing into this trap. Cases pinpoint the 
areas where your right to manage is in 
jeopardy and show you how to hang 
onto the rights you have to keep. 





47. Sharpen management with data proc- 
essing. You make a mistake if you think 
of data processing as just a clerical time 
saver. Here’s how to use it to sharpen 
executive decisions. 


48. What to do when a reporter calls. 
Whether your firm gets good or bad 
press treatment depends largely on how 
you act toward the reporter. These 10 
guides show how he wants to be treated. 
59. How to fire someone. Because it’s 
distasteful, the job of firing someone is 
often mishandled—to the company’s det- 
riment. Here, an expert tells how to do 
it effectively. 

68. Ten questions that test the efficiency 
of your office. You can test your office for 
poor efficiency with these 10 questions. 
Or you can use the method of work sam- 
pling, illustrated here by a case history. 
69. How to make a business prosper and 
grow. Five top executives tell how to 
make a business grow, stimulate imagi- 
native action in subordinates, determine 
which jobs can and cannot be delegated. 


70. When to call a press conference. 
There are many temptations to call trade 
and business editors together to show 
them something new. In this article, some 
editors tell you why your press confer- 
ence may be a washout. You'll learn 
when and when not to call a press confer- 
ence, and how to run one for best results. 


75. How to judge a town by its planning. 
Look to the future when you select a 
business site. Here, a noted urban plan- 
ner tells how to predetermine how a 
plant site will look 20 years from now. 


81. How to match executive motivation 
to executive age. What motivates a man 
on his job changes with time. This article 
offers guides on what types of motiva- 
tions appeal most to men of various ages. 
90. More selling to top management by 
top management. Special report on the 
business market . . . tells how to sell 
to the top management level of your 
customer firms—the level where buying 
decisions are made. 

96. How to write better. Many business- 
men write pompously in an effort to 
impress. But the result is only confusion. 
Follow the guides presented in this arti- 
cle and start writing better. 
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Wrong job 


continued from page 47 


the dollar expenditure required to 
employ him for his estimated num- 
ber of productive years. 


9. & 10. Should I advertise in news- 
papers and trade publications? If 
so, what type of advertisement 
should I employ? Should I answer 
blind advertisements personally? 

# The matter of placing advertise- 
ments has direct reference to the 


decision to contact executive search 
organizations. If an _ executive 
search firm becomes __ interested, 
there is no need to place ads. 

If results are not forthcoming 
through the media of executive 
search companies and it is decided 
to use advertising, selectivity again 
enters the picture. 

Only a few publications should 
be selected, the advertisement care- 
fully worded and placed as a blind 
or box number ad. The ad should 
not sell but arouse interest to the 
point of an interview. 








New 50-Station Collator pays for itself in a year! 


No empty claim! 94 recent installations prove it over and over 
again! Manhours saved, overtime eliminated pay the way for 
Thomas’ new Rotomatic. This, together with other performance- 
proved facts, turns the assembling of duplicated sheets into sets 
from a time-eater to a profitable worksaver. In versatility, speed, 
accuracy and compactness, none can compare, You’re your own 
best judge — write for more information. 


e Accurately collates, counts and staggers 25,000 sheets per hour 
... Stitches at a slightly lower rate. Occupies only 17% square 


feet of floor space. 


e Exclusive pushbutton programmer permits different collating 
jobs to be run at the same time. 


= 


e Loads in less than 7 minutes. 


. . no vacuum systems or fans to 


adjust, no need to compensate for weights or finishes of stock. 


e Handles sheet sizes from 7%” x 8” to 11” x 14” in almost every 
weight and finish. Foolproof miss and double detector stops 
machine instantly, preventing errors in finished sets. 


We THOMAS COLLATOR INDUSTRIES, INC, 


aio. 


A subsidiary of Thomas Collators Inc. 
DEPT. D4, 100 CHURCH STREET, NEW YORK 7, N. Y. 
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Blind ads should not be an- 
swered personally. It might be an 
advertisement inserted by one’s 
own company and results could be 
unpleasant if it were a case where 
the employer should not know that 
the individual is seeking a change. 
It is safer to have a blind ad an- 
swered by a third party. 


11. How much personal investiga- 
tion is desirable in considering an 
executive position with a potential 
employer? Is it wise to let the em- 
ployer know that some checking 
has been done? 

# Unless the potential employer is 
a U. S. Steel, a General Motors or 
an A.T.&T., it is always wise to 
satisfy oneself concerning the com- 
pany’s financial position, its status 
in the industry, and its general 
philosophy. Some of this can be de- 
termined through questioning at in- 
terviews and will be welcomed as 
evidence of intelligence, interest 
and foresight. Frequently, pub- 
lished balance sheets are available 
to help evaluate financial position. 
Procuring a report from an agency 
like Dun & Bradstreet is also a 
wise and appropriate move. Gener- 
ally, the potential employer will 
have no resentment of such a dis- 
play of interest and initiative. 


12. At what point should compen- 
sation be discussed? 

s The general subject of compen- 
sation is one usually touched upon 
at the verv outset merely as infor- 
mation to determine whether or not 
it is productive to continue. 

The executive will have carefully 
considered his basic monetary 
needs in relation to living, family 
and other responsibilities and 
should know his minimum require- 
ments. 

Having mentally established a 
minimum figure to the point of in- 
terview by a prospective emplover 
for a position in the acceptable 
compensation area, the discussion 
of compensation should be re- 
served for that stage of the pro- 
ceedings after there has been a 
meeting of the minds on all other 
matters. Then it is appropriate to 
discuss compensation — thoroughly 
and in detail. There should be no 
doubt on either side concerning the 
compensation finally agreed upon— 
in all its aspects: salary, profit shar- 
ing, insurance, bonus arrangements, 
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The Template Group 





crisp new design 
in office furniture 


Now quantity production 
makes advance styled furni- 
ture affordable and practical 
for the general office. Inter- 
changeable components al- 
low unlimited combinations. 





Write for free brochure. 


THE LEOPOLD COMPANY 
Burlington, lowa 
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"Slickest visual control...” 


... say hundreds of users. Entries 
made directly with marking pencil 
on a rolling “Mylar” sleeve which 
moves with time, bringing deadlines 
constantly closer. Entries easily 
erased with the swish of a cloth. 


Send for FREE GUIDE 
to Control Methods 


with full-scale, sample chart section 


Shows how :Rol-a-chart controls 22 different 
items: orders, production, data processing, 
maintenance, dispatching, 
sales, etc. Also expert 
consultation service with 
no obligation. 





Conley, Baltzer & Steward 
494 Jefferson St., San Francisco 9 
(Circle number 144 for more information) 
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or various prerequisites such as a 
car. It is well to have the agreed 
compensation spelled out in writ- 
ing—as in an exchange of letters 
tendering employment and accept- 
ing it. 


13. Should I consider a business of 
my own? 


=» The executive determined to 
effect a change will invariably 
think—perhaps wistfully and wish- 
fully—of being “his own boss,” of 
having his own business. 

It is perfectly natural that he 
should, since much of our history 
and literature exalts the initia- 
tive of the individual. 

Looking at this question in the 
light of today’s economy, however, 
may well cause the executive to 
ponder well the chance of success. 
The most common cause of busi- 
ness failures is the lack of adequate 
capital. This is a truism often over- 
looked or disregarded in the glow 
created by pride of ownership. 

Questions of age and health are 
also important. It is probably ques- 
tionable for an older man to under- 
take the burden of starting a new 
venture and certainly it is not wise 
when there are health handicaps. 

Even granting the possibility of 
a successful enterprise, experience 
shows that a man who has spent his 
life working as an employed execu- 
tive should ponder the  conse- 
quences of failure and its present 
and future effect before deciding 
upon a personal business. 


The big step 


» Shifting to a new job in another 
company is a big step. Under even 
the best circumstances, certain 
risks are involved. A wrong decision 
can sidetrack you away from your 
long range goals—perhaps perma- 
nently. Shifting to a new job could 
mean a dead end—or a wide open 
road for progress. 

Because the decision is one of 
the biggest ones you'll ever make 
in your life, it calls for a double 
check at the last minute. One way 
to make this double check is to 
again ask yourself the kinds of 
questions offered in this article. If 
your decision to take a new job still 
holds up in the face of an objec- 
tive, comprehensive and critical 
self-analysis, your decision is prob- 
ably a wise one. = 
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PANIC button for 


PENDAFLEX 


Never again need the sound and 
fury of an impatient boss rock the 
office corridors! With the speed and 
efficiency of Oxford Pendaflex hang- 
ing, sliding folders, ‘‘must-have- 
immediately” letters are always at 
your finger tips. Finger-Tip Control 
we call it... and it not only saves 
time, but cuts office costs as well. 
Accuracy? It’s built into Pendaflex 
with exclusive ‘‘Keyboard”’ 
selection! 

Mail the coupon. You’ll receive 
—FREE—a File Analysis Sheet, 
full Pendaflex details and a com- 
plete Oxford Catalog. 


Oxford Filing Supply Co., Inc. 
Garden City, New York 























OXFORD FILING SUPPLY CO., INC. 1 
4-3 Clinton Road, Garden City, N. Y. 
Please send free File Analysis Sheet i 
and complete Oxford Catalog with all the ' 
facts about Pendaflex. 
NAME | 
FIRM | 
ADDRESS 

—_ 

CITY ZONE STATE » 
Rive pilitacaiganganasacpanrmen ie ybinccrsentientoe: 








In Toronto, Luckett Distributors, Ltd. 


)xford 
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itt FILING 
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ROADBLOCK 


, ‘ 
TO 


- INTEROFFICE 
COMMUNICATIONS 





When your switchboard operator acts as the hub for both Out- 
side and Inside communications, what happens? (1) Interoffice 
calls take longer...and (2) customers are too frequently kept 
waiting. Result: higher cost...lower efficiency. 

Intercoms by BOGEN-PRESTO end telephone tie-up...speed the 
flow of needed information... locate personnel quickly .. . in- 
crease office efficiency ...improve customer service (and rela- 


tions). There’s a BOGEN unit suited for your needs. 


Send for free file today. 


ROADBLOCK REMOVERS: 





TIX BOGEN Communophone TQ BOGEN Phones CHX12 BOGEN-CHALLENGER Intercom 


BOGER-PRESTO 


Desk MM-3, Paramus, N. J. © A DIVISION OF THE SIEGLER CORPORATION 





SIEGLER 
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Phish: Hand Co. sicccvesscsssses Gz 
Gibney & Barreca Adv. 


Walter E. Heller & Co. eeeeeeeeees 


Gourfain-Loeff, Inc. 


to 
to 


Hertz Corp. 
Needham, Louis & Brorby, Inc. 


Truck Leasing & Truck Rental... 76 


Car Leasing 


Howe Folding Furniture, Inc. ...... 70 
Lawrence Peskin, Inc. 


C. Howard Hunt Pen Co. ... 


Robert S. Kampmann, Jr. Adv. 
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Jacksonville Chamber of Commerce... 95 
Newman, Lynde & ,Assoc., Inc. 


Kelley Co. 
Maercklein Adv. 


sseseceeas OO 


Lamson Corp. bcceamavesee Oty SO 
Chapman-Nowak © Assoc., Inc. 

Leopold: CO. «ss ss «sae 00 Seetevisee Bo 
Biddle Co. 

Liberty Mutual Insurance Co. ...... 1 


Batten, Barton, Durstine & Osborn, Inc. 


Management Magazines, Inc. .. 28, 91, 95 


Management Publishing Corp. ..... 79 

Memo Flex Div., Garrison Machine 
WHOEKS.- UG. ng ons cee s wea areas 95 

Penny & Penny Adv. 

Minnesota Mining & Mfg. Co. 80-81 

Erwin Wasey, Ruthrauff © Ryan, Inc. 

State of Minnesota ...... sdteelelele 60 


Bozell & Jacobs, Inc. 


Modern Partitions, Inc. ..... 
Lindeman Adv. Inc. 


Multiplex Display Fixture Co. 
Arthur R. Mogge, Inc. 
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UNIQUE 
VISUAL CONTROL 


MEMO FLEX,* the new visual con- 
trol/scheduling board that is easy 
to use, flexible and low in cost. 

Tells you at a glance where 
things stand, where trouble may 
be developing. A visual picture 
of concise details, a constant 
spur to action. Easily kept active 
and accurate, it saves time and 
trouble wherever simple, effec- 
tive visual control is needed. 

Every unit comes complete 
with all the elements for the 
user to create his own custom 
layout. Only $49.50 F.0.B. Plant. 
Literature on request. 


Memo F'lex'DWWSON ~~ 
515 Bannock Street, Dayton 4, Ohio 





Notes grease penciled on the ex- 
truded clear plastic Memo Strips*. 


ca 





Desired columns laid out using ad- 
hesive striping tape. 





Column title headings made up using 
adhesive letters. 


a 


> 


Memo Strips* slide up and down, 
snap in and out for easy arrange- 
ment. 





* 
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National Distributor QuesTronics Division, Chicago 6, Ill. 


MARK OF THE ARR! 








A top manager 


of a firm that sells a product or service 
to business will find much information 
of interest to him in this free portfolio 
of “Facts About The Business Mar- 
ket.” Included are reports of two re- 
cent Management Methods studies: 
Who Makes The Decisions To Buy 
in Business? 

How To Identify Your Best 
Business Prospects 


Also included is a remarkable 7-page 
memorandum which speaks frankly 
about magazines that reach the busi- 
ness market and the effective circula- 
tion that they really deliver for the 
advertiser's dollar. 

Circle number 163 on the Reader's 
Service Card or write on your letter- 
head to Management Magazines, Inc., 
22 West Putnam Avenue, Greenwich, 
Conn. There is no cost or obligation 
and no salesman will call. 





ON MACHINE WORKS. INC PAT D 


(Circle number 127 for more information) 





PEND. 





WATER. 


Jacksonville’s Got It— 

in unlimited quantity! Ask 
Captain “Mac” about Jack- 
sonville’s many advantages 
for business and industry— 
mail coupon. 





Capt. B. C. McCaffree, 
Executive Director, Committee of 100, 
Jacksonville Area Chamber of Commerce, 

602 Hogan Street, Jacksonville 2, Florida 
Dear Captain Mac: Please send the facts about 
modern-day Jacksonville! 


Name 





Title 





Bus. Address 





Zone —— State 








Electric and Water Utilities 
City of Jacksonville, Florida 





(Circle number 161 for more information) 
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Maximum Security at a Price 
You Can Afford 


Every model in Chicago Lock’s extensive line offers 
sure protection at reasonable cost. Every model is 
a marvel of precision engineering, compact design 
and rugged reliability. 

They're handsomely styled, too and they operate 
smoothly under virtually all conditions. No wonder 
more and more design engineers specify Chicago 
Locks for an amazing variety of applications. 

If your next project calls for a lock, investigate 
the Chicago line. You'll find a model that’s perfect 
for your purpose and priced to keep costs down. 


Chicago Lock’s 
famous ACE line 
features the ex- 
clusive ROUND 
keyway for max- 


imum security. 


Write today for your catalog showing, in 
detail, the entire Chicago Lock line. 





CHICAGO LOCK CO. 


2058 North Racine Avenue - Chicago 14, Illinois 





(Circle number 165 for more information) 





National Cash Register Co. 


McCann-Erickson, Inc. 


Business Machines ..... es 


Paper 


National Truck Leasing System 
W. S. Kirkland Adv. 


New Jersey Public Service Electric & Gas Co. ...eeeeeeees 


Williams & London Adv. 


New York State Dept. of Commerce .....cccccocccccccce 
Batten,.Barton, Durstine © Osborn, Inc. 


Oxford Filing Supply Co., Inc. .... 
Kelley, Nason, Inc. 


seers eeeeee ee eeeeeee 


Ozalid Div. General Aniline & Film Corp, ....eccesceees 
Reach, McClinton © Co 


pees Comm, ©. & FE, Gees cciccceccaveececevervcccese 
Maxwell Assoc. Inc. 


Photorapid Corp. eee ee meee eee eeeeeeeeeeeeeeeeeeeeeese 
Wade Adtvt., Inc. 


Pitney-Bowes, Inc. 
L. E. McGivena & Co., Ine. 


Tickometer 


Mailopener 


se ee eee eee eer ee ee eeeeeseeeeeeeeeeee 


Rent-A-Car Services Corp. eee ee ee eeeeeeeeeeeaeseeeeeses 
Gourfain-Loeff, Inc. 


Re ply-O-Letter eeovccecce eee eer ee eres eeeseeeeseeeeeeeeee 
Galbraith-Hoffman Adv. 


Rhode Island De ve lopment Council eeeeeereeseseeeeeees 
Fern & Assoc 


Rol-A-Chart Div. see ee em eee eee eres ee eeeeeeeseeeesesese 
Conley, Baltzer © Steward 


Royal McBee Corp. 


Data Processing see ee ewer ee ee ees eeeeeeeeeeeeee ewe 


C. J. LaRoche & Co., Inc. 


Royfax coeoseccccesece eee reer ee eeeeeeeeeeeeeeeeres 
Young © Rubicam, Inc. 


Royal Metal Mfg. Co. ... 


Chirurg & Cairns, Inc. 


St. Petersburg Chamber of Commerce ...cceccccccccsces 
Alfred L. Lino & Assoc. 


Schwab Sate Go... Inc. eee eee ger ee eres eeeeeeseeeeeeeeee 
Earl Beam Adtv. 


Shaw-Walker Co. wee ee eee eee ee eeeeseeseeeeeeeeeesese 
J. Walter Thompson Co. 


Sheraton Corp. of America eee eer eeeeeeeseeeeeeeeeseee 
Batten, Barton, Durstine & Osborn, Inc. 


Siegler Portapodium ..... PUETOTETOTTTETT TTT 
C. H. Dillinger & Assoc. 


Tab Products Co. ... 
H. M. Leete & Co. Adv. 


Thomas Collators, Inc. eee reer sees esses eeeeeeeeeeseeeee 
Douglas Turner, Inc. 


United Air Lines ... 
N. W. Ayer & Son, Inc. 


Viewlex, Inc. ceeeee eee ee ee reso eeeeeseeseeeseeeeeeeses 


Marwel Adv., Inc. 


West Penn Power ..... CRERED OCC Ob0 HODES Oe See eC CEC es 
Fuller & Smith & Ross, Inc. 


Wheels. THe. .sis%e006%6 eee TT eT Tere ee 
Mautner 


Wailtinms écAniaeron CO: os0-00 cc ccceceescec esd 00 sees 
Horton, Church & Goff, Inc. 
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shows you why the XeroX®914 is the easiest of 
all copiers to operate. Here’s the complete money- 
saving story of the office copying machine that 
makes copies on ordinary paper—automatically. 


HALOID XEROX INC. « 9X-188 Haloid St. « Rochester 3, N. Y. 


Send me a free copy of your 8-page booklet, 
‘‘Fundamental new way of office copying”’ 


NTNU TVEEL ind ee kcaguilesabedss cdbUetbannabausicsetiteniestawsseseusesslecesnecuieaios 
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MARCH—FREE READER SERVICE CARD 


For more information on any advertisement or keyed editorial 
item, fill out this card, circle the appropriate key number, 
detach, and mail. We pay the postage. 
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Please do not use this card after May 31, 1961. 
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Number of employees in your firm [(]5C-99; [[]100-149; [[]150-249 
(250-499; 9500-749; 9750-999; []1,000-2,499; [JOVER 5,000 
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[_] Send Management Methods for one year at $5.00 
L] Billme ([_} Bill my company 
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Supplies cost 
about 1¢ per copy 


with a XeroX® 914 Office Copier. 
No wet chemicals, nor expensive 
coated papers are required, and 
there are no exposure adjust- 
ments. With this copier you make 
copies directly onto ordinary pa- 
per (plain or colored) or selected 
offset masters. 


FOR YOUR FREE BOOKLET, MAIL THIS CARD TODAY/ 


} 
} 
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Copies are as 
good as originals 


So superior is the quality of re- 
production that many people 
say copies look better than the 
original. The XeroX 914 copies 
anything the eye can see; copies 
all colors—even reds and blues— 
with sharp black-on-white fidelity. 
And without damage to originals. 














; 
; 


; 
; 
; 


Versatile 
and fast 


Copies in seconds anything writ- 
ten, typed, printed, stamped, or 
drawn. Business, industry, and 
government use it to copy letters, 
documents, drawings, financial 
statements, reports, freight bills, 
charts, articles, advertisements, 
even pages in bound books. 





What users like 
about the 914... 
“Automatic, copies everything.” 
“Superb quality of copy.” If you 
spend $50 or more per month for 
supplies, a XeroX 914 can be of 
real benefit to you. For full de- 
tails, mail postage-paid reply card. 
HALOID XEROX INC., 9X-188 HA- 
LOID STREET, ROCHESTER 3, N. Y. 
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The most advanced dictating machine has the sound you can see. 


The most advanced dictating 


machine has sound you can see 


The precision instrument above can 
drastically reduce your business com- 
munications cost. [tis the Dictaphone 
Time-Master®—the dictating 
machine with ‘“‘sound you can see.” 

This dictating machine, the most 
advanced, is a specific answer to the 
current squeeze on profits—because 
it saves so much time, effort and 
money, at so little cost. (The cost of 
an average business letter is $1.83; 


with the transistorized Time-Master 


you can save at least 30%! The cost of 


the machine itself: only about 25¢ a 


day to own and maintain.) 

With the Time-Master, you accom- 
plish more with the same people, 
which means you don’t have to add 
or replace personnel. It is simple to 
use and has the exclusive red Dicta- 
belt record with “‘sound you can see.” 
Use Dictabelt once; file or discard. 


(Circle number 112 for more information) 


Dictaphone Corporation manufac- 
tures not only the Time-Master but 
many other instruments of commu- 
nication. All will be demonstrated 
gladly by a trained Dictaphone repre- 
sentative. Why not call him today? 

Dictaphone, Time-Master, Dictabelt, 
registered trademarks of Dictaphone 


Corp., 730 Third Ave., N. Y. 17, N. Y- 


Dictaphone 


CORPORATION 





